Builders of Greater Sales . . . 


This Modern, Flexible, Economical 
Service by Frink 


Light—controlled, directed, often subdued and always colored 
to the exacting requirements of each display—that is light the 
sales builder—light the Frink way. 


For over 70 years The Frink Corporation has been acknow- 
ledged the authority in the realm of display lighting. Right 
now we offer you this vast experience expressed in modern, 
economical, flexible equipment—Silverlite—Multilite—Spot-O- 
Flod—The Frink Corporation, 375 Lexington Avenue, New 
York City. 


Branches in Principal Cities 


Ai 


SILVERLITE 


ae 
An all metal reflector susceptible to MULTILITE % 

adjustment for three different sized A continuous reflector using units built on the SPOT-O-FLOD 

lamps. This adjustment is made in- Silverlite principle, adaptable to lamps of 60 to A combination spot and flood-light permit- 
stantly because of the collapsible 200 watt lamps. Multilite reflectors come in units ting of instant ecporaaaint to any angle with- 
neck. No special holdersare required. of two to ten individual reflectors. They are out the use of tools. The beam is controlled 
Thereflectors fit the standard 3% inch wired and ready to install, eliminating cost of from a spot of 24 inches to flood of ten feet 
holders used everywhere. Color individual outlets. The unit construction gives at a distance of ten feet. Color frame and 
screens can be attached without extra far greater flexibility of light and color control screens come with each unit and permit of 
clamps, hooks, etc. Described in our and results in neater, more economical illumi- individual color spot or flood of entire 
circular No. 77. nation. Described in our circular No. 79-B. window. Described in our circular No. 84. 
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TRE SEW SILHOUETTE 
DISPLAY FORM 
BY 
PALMENBERG 


pNC- 


BUST MORE FORWARD--- 
HIGH, NATURAL WAISTLINE 
LARGER HIPS---IN FACT THE 
CORRECT NEW SILHOUETTE 


A truly essential and authentic display form 
for the effective presentation of the new 
fashion silhouette. A form that features the 
return to the distinctly feminine figure, with- 
out which the molded lines of the new vogue 
cannot be effectively shown. 


SEE THIS NEW SILHOUETTE FORM AT 
OUR SHOWROOMS:---PHONE OR WRITE 
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J. R. PALMENBERG’S SONS. INC. 


FORMS, FIXTURES AND DISPLAY MANNEQUINS 
1412 BROADWAY AT 39TH STREET, NEW YORK 


Chicago Boston 
234 S. Franklin Street 26 Kingston Street 


San Francisco 
49 Fourth Street 
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IN THIS ISSUE 


Mid October’s bright blue weather 
scarcely suggests that the opening 
of the annual Christmas gift drive 
is but a scant six weeks away. But 
so it is, and in preparation for its 
coming the current DISPLAY 
WORLD lists a long recital of 
schemes used effectively in pre- 
vious years for these occasions in 
“A Flashback at Last Year’s Yule- 
tide.” Copiously illustrated, this 
narrative should prove useful in 
planning decorations for exploita- 
tion of gift wares. “Yuletide at 
the Christmas Tree Store,” by Wil- 
liam Scharninghausen, tells of the 
methods employed in a_ leading 
coast store. 

In the same vein, but limited to 
promotion of children’s wares, is 
“Presenting the Charms of Toy- 
land,” a review of the modes and 
measures of leading windowmen 
and interior trimmers in shaping 
the spectacular events and animat- 
ed windows which aie now popu- 
lar. “Yule Attractions Founded on 
Children’s Classics,” covers an out- 
standing example. 


“Peace Should Be Theme of 
Armistice Day Windows,” suggests 
a variety of trims for this newest 
of memorial days as well as a 
point of view for preparation of 
these displays. 

The signal events of the recent 
Pacific Coast Display Men’s Con- 
vention are set out in Rollin Trum- 
bull’s “New Records Set By Pa- 
cific Coast Convention.” 

“What is Fashion?” by Amos 
Parrish, epitomizes this noted 
analyst’s conception of a much 
mooted subject. “Windowing Ar- 
nold Constable’s Anniversary,” by 
Edward S. Arkow, tells this well- 
known decorator’s experiences in 
preparing the great Fifth Avenue 
store’s 102nd birthday decorations. 

“Display Also Has Its Rack- 
eteers,” by Sol Fisher, yields an 
insight into conditions prevailing 
in display service and points to 
advisable reforms. “Yellow and 
Green,” by Dr. J. E. Simons, con- 
tinues his extraordinary series on 
color characteristics. “How a 
Modern Display Department Func- 
tions,” by Stuart Bratesman, takes 
the reader inside the studios of a 
big utility and shows how their 
staffs handle mass production. 

Features and departmental sec- 
tions on shoes, draping, public 
utility trimming, hosiery, display 
service, convention decoration and 
card writing are also provided. 
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BE READY! ACT TODAY! 


Prepare for Successful Xmas Displays with Onli-Wa 
Walnut and Maple Fixtures 


November is almost here— oil 
high time for holiday plans. neal 
Include ONLI-WA in your Catt 
line-up and your displays will T 
capture attention, capture butio 
Christmas shoppers, capture : lishec 
the coin. Order direct from : work 

this announcement for licatn 


IMMEDIATE DELIVERY. and ¢ 














No. 757 Accessory 
Unit—30” high over- 
No. 765 Accessory F all. Top shelf 6” 


Unit—24” high over- 
all. Top shelf 6” 
round. Second shelf 
16” high, 5” round. 
Bottom shelf 12” high, 
4” round. 


Price 


$8.00 


No. 749 Circle Unit— 
12” -high, 18” wide. 
Circle 10”, shelves 
31%4"x4". 

Price 


$7.00 


ST. PAUL AVE. 


No. 773 Accessory 
Unit—20” high, 15” 
wide. Shelves 3%4”x 
514”. 

Price 


$7.00 


Onli-Wa Walnut and Maple Fix- 
tures—originated by us, manufac- 
tured by us—possess a charm and 
a commercial value all their own. 
The new Moderne designs surely 
grace every display and get the 
business. 


Order direct from this advertisement or 
write for new Catalog 15, sent on request. 


The Onli-Wa Fixture Co. 


Dept. D. W. 


DAYTON, OHIO 


round. Bottom shelf 
18” high, 8” round. 
Base 8”. 


Price 


$6.50 


No. 763 Hose and 
Lingerie Stand—12” 
high, 12” tee top. 
Base 6”, Price $5.00. 
18” high, Price $5.50. 
24” high, - 


Price 


$6.00 
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SCULPTRON 
Thirteenth and Lombard Streets 

Philadelphia 
Display Publishing Co., Cincinnati, Ohio. 
Gentlemen—As manufacturers of stock displays we are inter- 
ested in outlets for our material. We are aware of the exist- 
ence of the Display Center in New York and the Display Mart 
in Chicago, but would be interested in knowing whether any 
organizations of like function exist in other cities with which 
we are not familiar. 

We would also like to know whether there are any jobbers 
with salesmen covering a large territory who carry fine window 
and counter displays. Very sincerely 

EDWIN M. GOLDSMITH, JR. 


UTSIDE of New York and Chicago, there are but 

a handful of permanent display exhibits, one being 
conducted by the Wyman Partridge Company, of Min- 
neapolis, Minn. Another has just been opened in 
Seattle by Henry M. Fisk. 

To find the proper market for stock displays, distri- 
bution should be obtained by contact with the estab- 
lished display jobbers, as well as free lance salesmen 
working in display and allied fields. The display pub- 
lications are the logical means for bringing producers 
and distributors into relationship. 

- ae 
S. B. BAILEY 
918 South Manhattan Place 
Los Angeles, Calif. 

The DISPLAY. WORLD, 

Cincinnati, Ohio. 

Kindly give me the names or put me in touch with firms 
handling small electric or magnetic window display attractions. 

I would like, if such a book is published, a catalogue illus- 

trating these devices. Any information along their lines 


will be appreciated. Yours very truly, 
S. .B. Bailey, 


HE following concerns handle electric and motion 

window display attractions: 

The Binger Adv. Co., 71 W. Twenty-third Street, 
New York City; Jewelite Display, 311 W. Sixty-sixth 
Street, New York City; Standard Slide Corp., 2i1 
W. Forty-eighth Street, New York City; Mayers 
Movable Merchandise Co., 169 N. Ann, Chicago, IIL. ; 
E. C. Thiel & Co., 3733 N. Clark Street, Chicago, IIl. 


Borger, Texas 


The DISPLAY WORLD, 
Cincinnati, Ohio. 

Will you please advise me of any display contests that 
may be coming up, and also send me a_ sample copy of 
DISPLAY WORLD, as I wish to have this firm subscribe 
for same. Yours very truly, 

Lloyd R. Cady, 
Display Manager, Gillian & Co. 
P. S. Will you please tell me where I can buy a cheap en- 
larging lantern? 


LOW-PRICED enlarging lantern selling at $25.00 

is manufactured by the Brischograph, 92 E. Lake- 
view, Columbus, Ohio. 

The Kayser Co., is announcing an unusual window 
display contest in which very large cash prizes will be 
offered. Particulars were announced in the August 
DISPLAY WORLD. 

The Hewes & Potter Co., manufacturers of Spur 
Ties, are also conducting a display contest, announce- 
ment of which appeared in the June issue. 


NEW YORK CLOTHING CO. 
Rutland, Vt. 
The DISPLAY WORLD, 
Cincinnati, Ohio. 

Will you kindly send us the name and address of_a con- 
cern which makes machines for marking pin tickets? And 
will you also write them direct to send us literature on same, 
so we may save time and get in touch with them at once? 

Thanking you for your courtesy and — we are, 

Yours tru 
NEW YORK CLOTHING co. 


August 5, 1929 
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HE only concern listed that has a system for mark- 
ing pin tickets is the Monarch System Co., Dayton, 
Ohio. 


THE YONKERS i fageagme 
Yonkers, N. Y.- 


DISPLAY WORLD, Cincinnati, Ohio. 
Will you kindly "inform me where I can procure Ross Board 
for lithographic reproduction of newspaper illustrations? 
f it is possible, please send me a list of merchants in the 
New York metropolitan districts who handle Ross products. 
Yours very truly, 
J. 


R. WERTIS. 


July 31, 1929. 


OSS Board can be secured from Devoe & Raynolds, 
Inc., 1 W. Forty-seventh Street, New York City. 
who handle everything in the art line. 
Cleveland, Ohio. 
The DISPLAY WORI 
Cincinnati, Ohio. ° 

I have two display windows of the box-in type. One is 
six feet long and the other is twelve feet long. 

In wisees I have a lot of trouble with my windows steam- 
ing up. Will you please teli me how I can stop that without 
going to a lot of expense? I have tried a fan, but it doesn’t 
work out right because it blows the merchandise around. 

Yours very truly, 


L. H. Padwa:. 


“Q@TEAMING” is caused by condensation of the 

warm air within the window by contact with the 
cold glass panes. One side of the glass is exposed to 
the weather, and, accordingly, reaches the temperature 
prevailing out of doors. 

The remedy for steaming consequently rests in 
lowering the temperature of the display space to that 
of the glass. This can be done by boring air holes at 
the top and bottom of the front, which should be 
screened to keep out dust and dirt. The size and 
number of the ventilators must be determined by trial. 


Rochester, N. Y. 
DISPLAY WORLD, Cincinnati, Ohio. 

Gentlemen—I have a large roller skating vink and use decc- 
rations of crepe paper. Please send me all the intormation in 
that line that vou can. I thank you. 

DWARD BAUMEISTER 
27 Manhattan Street. 
OR complete information on the use of crepe paper, 
write the Dennison Manufacturing Co., Framing- 
liam, Mass. They can offer literature directiy in poitit 
with your needs. 


FRANK & HAGEDORN, INC. 
Clothiers and Furnishers 
Gadsen, Ala. 
The DISPLAY WORLD, Cincinnati, Ohio. 

We are troubled by a small spider which weaves a web 
along the metal strip containing the ventilation holes. This 
little fellow repeats his operations overnight and causes us a 
lot of annoyance. 

Can you advise us what we may do to get rid of him? 


ERE is a difficult problem because the position of 

the ventilator makes it very hard to reach the 
troublesome insect. The front can be polished and 
the surface and vents sprayed with insectides and 
even yet without effective results. The “dirty work” 
is done inside the frame. 

Good as a makeshiit ventilator is, it cannot be 
compared to those which are equipped with fans. A 
small fan operated by air currents would be in motion 
just often enough to make the position intolerable 
for any insect. And the inconvenience occasioned by 
the networks of cobwebs which they build is often 
matched by papers, dust and similar impediments 
equally as trying. 
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Sole Creators and Manufacturers of é 
the famous Display Mannequins sold hy them as 

“SCHENKER PRGURES. 
beg to announce that ( 
Perh 
/ 7 . se (0 . regu 
Mr. Karol Schenker has not been connected with this firm since December eral 
1928. A great number of their Mannequins sold during 1929 were not Mr. a 
Schenker’ s creations, but were designed and executed by sculptors of renown. : 
mod 
Lal aac oiraal % — 2 1 anim 
SCHENKER FIGURES, Ine. knowing full well that only by employing the tion 
diversified skill and ideas of various artists will they be able to serve the indi- — 
vidual taste and requirements of each customer, pledge themselves to the con- ent ¢ 
‘ ties 
tinuation of their policy to always retain the services of the most eminent pane 
2 ; each 
sculptors representing the different schools of art. An e 
. patte 
SCHENKER FIGURES, Ine. will in due course present their new crea- — 
tions, fully confident that these will appeal as heretofore, to the admirer of a wi 
: : Ge hand 
Modern Art, as well as to the adherent of the Classic and Naturalistic. nent 
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A red velvet 
hanging, ropes 
of tinsel and an 
illuminated siar 
feature this 
toy trim. 


<0 


F THE dazzling displays which greeted New 
Yorkers at the last Yuletide, it is obvious 
that pages could be written without ade- 
quately describing their infinite variety. 

Perhaps the outstanding feature was the use of ir- 
regular shelving in bright color combinations. Sev- 
eral stores had a whole series of windows completely 
lined with the shelving so that they simulated the 
interiors of extremely modern shops. 

At Stern’s, the shelf niches were large to accom- 
modate huge toys and a number of clever mechanical 
animals and burlesque figures were constantly in mo- 
tion attracting sizeable groups of spectators. At 
Saks’ Thirty-fourth Street store, the shelving of each 
window was smaller in divisions and devoted to differ- 
ent types of gifts. A window filled with leather novel- 
ties was an example. This was made up of four large 
panels of shelving cut up into small compartments, 
each designed to hold and emphasize a small gift item. 
An effective central decorative panel in a metal cutout 
pattern also revealed a decorative appurtenance which 
was a characteristic of all the windows. 

At Arnold Constable & Co., Edward Arkow had 
a window which successfully centered interest on 
handkerchiefs. While the design element was promi- 
nent, it stressed, rather than obscured the merchan- 
dise. The background was of draped black velvet. 
The words, “Gift Kerchiefs,” were skillfully formed 
with kerchiefs and stood in bold relief near the top 
of the trim against the black velvet background. The 
central unit was of wood, the part on the floor being 
in the shape of a square “U.” This was backed with 
three flat wooden pieces in erect position. The main 
surface of this unit was painted in a light tone. On 
cach side were two towers, a small dark one, and a 
'arge light one. The small tower supported an artifi- 
cial plant and the tall displayer, which was draped 
with filmy scarfs, bore a basket of handkerchiefs. 
Kerchiefs were also displayed in boxes against the 
center wooden unit on pedestals and on the floor. The 
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A Flashback at Last Year’s Yuletide 


How the Major Stores of New York and Chicago Sounded Its Festive 
Note in Window and Interior Trims; Spotlighting Gift Wares 









It proved a 
productive sales 
medium for 
Rosenstock’s, 
Petersburg, Va. 
By C. L. Jones. 


window card had a modernistic airbrush picture in one 
corner and a border of gay metal paper. 

As the holiday season opened, Joseph Cummings 
Chase, at that time display manager for McCreery’s, 
introduced a series of seasonal backgrounds on the 
Thirty-fourth Street side of the front. These were 
bright pictorials of life in the early days of the last 
century with aristocratic old gentlemen making merry 
in the approved manner of “ye old time.” With pipe 
and bow! they did it, and very merrily, their carnivalia 
serving as a masque for the entire front to the right 
of the entrance on that side. The field was green, 
while the figures were in black and red. To the west 
of the entrance were wintry scenes through which an 
ancient stage coach bore shivering travelers to the 
metropolis. In other windows policemen and boys 
were the principals. Changes in merchandise were 
made twice weekly while these backgrounds were in 
and involved, bags, glassware, linens, colonial furni- 
ture, dolls, luggage, toys, sleds and a combination 
gift window. 

At Loeser’s in Brooklyn, Aviator Santa Claus 
coursed through the air enroute on his nocturnal trip. 
The gift windows followed the shelving vogue pre- 
viously dwelt upon. These appeared in every other 
display space while the intervening windows were 
given pictorial backgrounds. 

At Wanamaker’s, W. F. Larkin, head of the bureau 
of arts and decoration bedecked the rotunda of the 
Stewart Building in becoming fashion. High in the 
back was a French painting, “Noel,” ordered by Rod- 
man Wanamaker some time before his death, as a 
central feature, flanked on each side by Christmas 
trees with a high illuminated tower at each of the 
corners of a square around it. Many beautiful decora- 
tions, including ecclesiastical and national banners 
were included. 

Windows were thickly decorated with Christmas 
motifs and holly. A notable display was made at 
Broadway and Ninth Streets with a full-size cutout 
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Above, cube displayers mounted on platforms in red and silver. 
The cubes were in silver also. August Roeder designed the trim 
for Block’s, Indianapolis, Left, entrance to elevators at Self- 
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ridge’s, London, during 1928 holidays. Operators were uniformed 


of a locomotive with head lights and all natural ac- 
cessories, while around the window ran electric toy 
trains through complete villages and past stations, 
farm houses, streets, etc. In all the windows were 
special backgrounds particularly adapted for em- 
phasizing the atmosphere desirable for the myriads 
of gift suggestions. 

Last year, Chicago Loop stores reported through a 
careful estimate a hundred million dollar Christmas 
trade. The windows that appeared along State Street 
and in the major outlying trading centers did much 
to raise the total of gift shopping to this stupendous 
figure. 

J. Duncan Williams, Chicago display critic, is of 
the opinion that Mandel Brothers’ displays were the 
most notable when viewed from the angle of crafts- 
manship. Practical merchandising displays of well- 
selected groups of appealing gift items were artistical- 
ly joined with a decorative treatment that was at once 
new, appropriate and unmistakably modern. Display 
Director Kagey’s conception of modern art was. evi- 
denced by his interpretation in these window’s back- 
ground panels and accompanying display devices. 
His finished effects were really finished and pleasing 
alike to the eye of those who knew hittle of “art mod- 
erne,’ as well as those who have given the subject 
thought. 


Mandel windows showed gifts for grownups, gifts 
from foreign lands, and gifts for the home. These 
windows were accorded similar treatment by means 
of modern art panels in the background beautifully 
done in modern line and color effects, a different de- 
sign in each window. These metallic wreaths in 
graduated sizes were arranged against the back wall 
in panel form, each overlaping the other. 

At the Fair, most of the items were priced and 
Display Manager Richter stated that there was no 


as toy soldiers. 


question as to the efficacy of this policy. ‘People 
are looking for Christmas gift suggestions—they 
want to see a variety of things—-and they want to 
know what the cost is before going into a store at 
such a time as this,” he asserted. Modernistic lights, 
red and silver metallic wreaths at the ends ,of .the 
window, and a mass of green holly with red berries 
placed in the ornamental center panel constituted the 
general decorative treatment accorded the State Street 
front. Colored lights here and there against the 
background.were used effectively. The Adams Street 
windows were decorated with the settings that were 
used along State Street last year. 


At Carson, Pirie, Scott & Co., the State Street win- 
dows featured distinctive gift articles in contra-dis- 
tinction to the usual series of ready-to-wear displays. 
This change in itself was sufficiently noticeable to 
attract attention. The type of articles shown, the 
manner in which the displays were arranged, plus the 
huge Christmas wreaths of green holly with red holly 
and white mistletoe, were elements that added their 
part to the Yuletime effect. The window cards were 
particularly noteworthy, not because of size, color or 
design, but in spite of the lack of these things and 
because of what they “said’’—and how. 


In a trim of luxurious and smart items of apparel 
for small children the window card read thus: “Bits of 
Loveliness That Will Make Charming Gifts for Tiny 
Fashionables.” And in another display where there 
was a particularly interesting array of fine gloves, 
perfumes, handkerchiefs, and silk hosiery of the finer 
qualities, the window card carried this thought: 
“Nicer Things That She Would Buy for Herself.” 


Around on the Madison Street side was a most 
interesting window designed to draw attention to 
“books of adventure” which dramatized several out- 
standing books of this type. The window had been 
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Above, backgrounds and side walls in gold cloth, trimmings in 
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silver. The set piece showed silhouettes against a bright field. 
J. L. Dexter arranged the window for Hartley's, Fairmont, W.Va. 
Right, Christmas neckwear wyit by H. S. Seager for Nye’s, of 


Ogden, Utah. 


made to represent the interior of a hunter’s cabin 
with unfinished, weathered boards covering the walls 
and the floor. On the walls were leopard skins, ani- 
mal heads, etc. There were some interesting photo- 
graphs of natives taken in various parts of the world, 
particularly Indo China, Africa, India and Congo. 
The head of a “rhino” adorned the wall, and the skuli 
of a water buffalo was displayed on the floor with 
a descriptive card. It was a display that would at- 
tract any man with a scintilla of adventure in his 
nature, but of special interest to boys who have ceased 
to saw legs off the furniture and whose souls are full 
of more heroic stuff ! 

The Christmas displays at Field’s were beautiful, 
but with a bit less of special Christmas decorative set- 
pieces than usual. This was particularly so in the 
handling of the various windows between the cor- 
ners. While there was less of the Christmas decora- 
tion, there was more than the usual amount of mer- 
chandise displayed in the window. The character of 
goods displayed was of the more or less typical gift 
kinds, which left no doubt in the mind of anyone as 
to the purpose of seasonal appeal of the windows. A 
single wreath of red or green was suspended from the 
top of each State Street window to a point about half- 
way down the background wall. 

The windows in the Store for Men were arranged 
with characteristic Field displays of suggestive gift 
items of merchandise appropriately grouped as to 
color and style. A very ordinary red wreath with a 
‘ew sprigs of green holly constituted all of the decora- 
tion. Camel’s hair overcoats with robes to match, silk 
uosiery and garters with athletic shirts and track 
pants, handkerchiefs, some of which were mono- 
gramed, winter sports wear of wool, and leather 
jackets, wool hosiery and heavy mittens, skiis and 
skates, shirts with ties and handkerchiefs shown in 
two ensemble color units, one in shades of tan and 


the other in shades of green, men’s leather slippers, in 
two groups, one in reds, red-and-black, and the other 
in tans, were among the window trims at this pre- 
tentious shop. 


The toy window at the Boston Store occupied the 
double corner space at State and Madison Streets. 
The background presented a distinctly rew theme 
and effect, representing the exterior of an old castle 
with ramparts, turrets, and draw-bridge, and was 
sufficiently realistic to provide an appropriate setting 
for four grotesque mechanical soldiers vigorously 
“defending” the castle from imaginary invaders. The 
defenders consisted of a drummer, a machine gunner, 
a guard and a galloping horseman—all in action. 
Dolls, doll carriages, dogs, a lamb, electric trains, fire 
trucks, toy automobiles, breakfast sets, doll house, 
building blocks, and other similar symbols of peace 
were profusely strewn over the remaining floor space. 
Other Boston Store Windows were trimmed with 
interesting displays of gift merchandise, or merchan- 
dise presented from the practical gift viewpoint. The 
backgrounds were suitable to the occasion, some 
worked over, but all clothed in the proper Christmas 
atmosphere. 


Chas. A. Stevens & Bro. gave over an entire island 


- window to a comprehensive display of fine silk lin- 


gerie and boudoir robes, etc. These are items that 
are always on display in one of the prominent win- 
dow sections near the door and a line of merchandise 
for which this store is justly famous in the minds of 
sophisticated femininity. They cashed in on this stand- 
ing by featuring the display of this particularly pre- 
ferred product. Perfumes, silk, quilted slippers, and 
other intimate accessories were displayed as related 
items. Tangerine, peach, pale green, emerald, yellow 
and black were the color units represented in the large 
window. 








A trio of Chicago windows—Top, The Fair, by J. H. 

Richter; center, the “Tinder Box,’ a boys’ window, 

Mandel’s, by A. H. Kagey; base, animated soldiers, 
Boston Store, by W.. A. McCormick. 


ANTA has been made to do many things in 
the interest of toy exploitation, and among 
the most novel is the guidance of a gymna- 
sium as related last year by William Scharn- 

inghausen, display manager for the Bon Marché, Seattle, 
Wash. Under the direction of the Pacific coast display- 
man, the genial old patron saint assumed the role of 
physical director and put on a show that delighted the 
kiddies of the northwest metropolis. 


Scharninghausen constructed a ledge-like platform 


at the rear of a corner window and here showed a host 
of tiny marionettes in the role of students at a “Physical 
Culture Institute.” Frowsy dogs boxed ardently in a 
sawdust circle, with cub leopards applauding the blows. 
Swans preened their feathers and arched their necks. 
Tiny rabbits wheeled and disported on the roofs. Downy 
chickens whanged on miniature guitars. A comical 
little chimpanzee rolled along on a marvelous little tri- 
cycle. Two daintily dressed little flappers were shown 
on their way into the “institute.” A conventional dis- 


DISPLAY 





WORLD 


Presenting the Charms of 


‘Ooyland 


How the Gala Spirit of the Holidays Is 
Brought Out in Windows and Departmenta! 
Spectacles 


October, 1929 


play of toys and dolls was posed before the ledge on the 
grass-matted floors of the window. The animated dis- 
play piece was imported from Germany by the Bon 
Marché and contained thirty-six moving animals and 
marionettes. 

John Rosenberg gave a martial effect to a window 
at Abraham & Strauss, Brooklyn, N. Y., filling it with 
lusty toy soldiers, splendid big fellows, all replicas of 
wooden soldiers on sale in the toy department. One of 
them was swabbing a big cannon, another directing the 
fire and sighting the gun. In other windows plateaus 
were reserved for units of merchandise, one plateau 
for bags, another for gloves, stationery, etc., and an 
entire window for gifts for men. 

The “Toy World,” at Wanamaker’s, in New York, 
was a conspicuous and successful feature on the first 
gallery. Santa Claus sat here upon his throne in a 
dignified setting, but not too austere to repel the multi- 
tudes of children who walked up the ramp to greet him 
and receive the Wanamaker gift from him. Every- 
where were signs urging customers to “Fit the toy to 
vour child; free consultation with the child psychologist 
Monday and Wednesday mornings and all day Satur- 
day.” An old farmer in rustic garb, with a daughter 
equally royal in appearance, wandered about, talking 
with customers and making a lot of comments and jibes 
at toys, which often brought out good points. They 
were always followed by large crowds. 

At A. I. Namm’s, in Brooklyn, the “Toy World” was 
formally opened by a parade, which met Santa Claus 
at the Long island railroad station with a beautifui 
float which he mounted, and, escorted by outriders, rode 
back at the head of the procession to the Namm store. 
Here he took up his abode in his Crystal Palace on the 
fourth floor. There were Santa Claus letter boxes in 
the store, where the children dropped their questions 
and ideas, many of which were dwelt upon in radio 
talks three days a week. 


ANDEL’S toy window, occupying the double win- 

dow space at Madison and State Streets, had been 
divided into two distinct displays, the one on State 
Street, designated as the “Tinder Box,” containing 
a selection of toys for boys of every age. The types of 
toys were remarkably well grouped, so that hose for 
boys of different ages were shown together. In order 
to accomplish this, a stage effect was set up with two 
plateaus occupying the floor space nearest the window 
for the display of finer toys for larger boys. Back of 
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“Guarding Santa’s Treasurers’—Amn animated attraction at Block’s, Indianapolis, in 1928. Santa appeared at a 





window nodding to spectators, while a squad of soldiers paced the bastion. Four cannons flashed intermattentiy. 


this, and about three feet high, was a platform running 
the entire length of the window, upon which were 
shown toys for the middle-sized boys, including a hand- 
some electric train. At each end of this platform were 
more plateaus, which added two more tiers for the dis- 
play of toys for still smaller boys. The background was 
the chief attraction, however, both to old and young 
alike. It consisted of a scenic painting picturing 
castles and clouds relieved by a center piece in full 
relief representing a soldier prince and princess, me- 
chanical figures flanked on either side by twelve sol- 
diers in bright red uniforms standing at attention. The 
little soldiers were animated, so that groups of four 
turned at regular intervals to salute. A comical me- 
chanical dog in the center turned its eyes and rolled its 
eyes realistically at the window shoppers. 

The other half of the window facing on Madison 
Street depicted an equally attractive and individual 
setting for a display of things for girls. This window 
was labeled “The Snow Queen.” It was similar in con- 
struction, with tiers for the display of the various gifts 
for little girls. The background consisted of a rather 
modernistic painting of snow-capped mountains with 
silver clouds and colored lights reflected from below. 
In the center was a figure of the “Snow Queen” and 
the boy of her dreams. The toys were of good manu- 
facture, and included beautifully dressed dolls of ali 
sizes, a horse and carriage, portable typewriter, break- 
fast set with dishes, doll bed, doll trunk, wicker basket 
for doll clothes and similar individual pieces that de- 
lighted the little girls and the old ones, too. 

The Fair’s toy display, of course, occupied the 
major window at the corner of State and Adams Streets. 
'L was installed shortly after November 15. A fairy 
jueen, finished in silver, occupied the center panel of 
the background. A mechanical representation of Jack 
and the Beanstalk was an attractive feature of the back- 
ground on the Adams Street side, while a similar con- 
(rivance representing Aladdin occupied the same back- 


ground space for the State Street side. All kinds of 
toys for boys and girls of varying ages were displayed 
about the floor. 

The Davis Company had a mechanical display which 
seemed to have been re-fashioned from the one used 
the previous year. New figures replaced those used, 
but the mechanism, consisting of a dozen or more peo- 
ple marching along single file into a church, was the 
same. Notwithstanding this similarity, the composition 
of the window and the various ideas represented were 
most ingenious and continued to prove interesting to 
thousands of people who passed this busy spot. 

Field’s great corner window at Washington and 
State Streets was devoted to the display of toys. The 
display featured a variety of fine toys for boys and 
girls, placed near the window glass and on the tloor. 
Other items were displayed at a higher level on a regu- 
lation plateau. But up in the center of the window, and 
visible from both sides of the corner, was an animated 
circus which attracted every passerby. The circus con- 
sisted of a Ferris wheel :n action, merry-go-round, 
balloon peddler, strong man, lemonade stand, and a 
couple of customers! The autumn backgrounds were 
ideally suited for the display of Christmas merchandise 
through wreaths. 

HE mechanical toy display which riveted attention 

on the toy showings of the William H. Block Co., 
Indianapolis, during the 1928 holidays showed Santa 
at a double window in a lookout tower which he opened 
at intervals, nodding to the little folks in front of the 
plate glass approximately fcur times per minute. Sol- 
diers marched in an unending file around the battle- 
ments, guarding the treasure house where Santa’s arti- 
sans were continuously pounding on “toys.” 

The set was so arranged that at the center of the dis- 
play the soldiers “saluted” with their right hands, shift- 
ing their guns to the opposite shoulders as the salutes 
were given. 

(Continued on page 47) 
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Timely Window Settings Designed By H. H. Riegel 


Display Manager, IV olff & Marx Co., San Antonio, Texas 
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With Christmas — just 
around the corner, De- 
signer Riegel turns his 
attention to the approaci- 
ing holidays. His first 
Sketch is not very com- 
plicated. It consists sim- 
ply of a pictorial flanked 
by moldings assembled 
in modern style panelitg 
strips bearing a hoiday 
motif. Over the top of 
the pictorial is a decora- 
tive molding to avoid a 
rough. break. 
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When Santa ran a “Gym’—A merry-making animated window employed at the Bon Marché last year. 


Yuletide at the Christmas Tree Store 


A Catalogue of the Holiday Attractions and Decorative Devices 
Patterned By the Bon Marche in Recent Years 


3y WILLIAM SCHARNINGHAUSEN 
Display Manager, The Bon Marché, Seattle, Wash. 


HE Bon Marché is known in Saettle as the 
Christmas Tree Store. This has been our 
slogan for years, and each year the outside 
decorations on our building have been large, 

forty-five-foot decorated Christmas trees over each 
entrance. The top of each tree has a four-foot electric 
star. All ornaments are made of cut-out wallboard and 
tin, and large rubber balls of gilted gold and silver are 
used as ornaments. At the base of the trees are three 
sides of wallboard on frames, giving the effect of a box, 
cn which large toys and packages are painted. Eacn 
tree has 500 electric colored lights. 

In our toy department two years ago we had a crys- 
tal cave made of gelatine paper. This was one of the 
most beautiful decorations we have ever used. In this 
crystal cave Santa Claus greeted the children, and we 
also had a design of a large snowflake made of wall- 
board covered with silver, using an electric motor to 
turn it slowly. In front of this were two little girls 
dressed as fairies, who gave out surprise packages at 
twenty-five cents each. 

The other decorations in our toy department were 
borrowed from a circus. We had clowns made of wall- 
board on posts, and above each clown a gold and red 
striped awning on each side of the post. 

Our decorations in the windows were taken from 
designs of snowflakes and enlarged and covered with 
silver. We placed these in front of midnight blue back- 
vrounds, and some of the snowflakes had little shelves 
ior small gifts. 

For our main floor interior decorations we had a 
gald-painted pole about eight feet long on each post. 
rom this we draped pine garlands and red paper cord, 


and on the end of.each pole we hung a parchment ian- 
tern with a Christmas design. We had a local artist 
paint a Christmas design over our elevators. 

One of the ideas we used for our windows some 
years ago was a modern shape of Christmas tree made 
of wallboard. The tree was covered with wire netting, 
and in this sprays of princess pine were woven. In the 
center of the tree was an opening with a box in back 
which was lined with silver leaf, in which we placed 
fine gifts. We had electric candles on the edge of the 
tree, which were specially made by one of our local 
lighting fixture houses. (See photo for details.) 


N 1928 we made our toy department resemble Alaska, 

and every post was made into a totem pole. ‘The 
designs were made on wallboard and the noses and 
wings were built out to give plenty of relief, and the 
wings spread on each post was about ten feet. Over the 
elevators we had cut-outs of seals, polar bears, birds 
and icebergs. Each section :n the toy department had 
a large sign stating what was sold in that section; these 
signs were really part of the decorations, having becn 
cut in triangle shapes and painted the same colors as 
we used in the totem poles. On the top of each sign 
was a cut-out of either a seal or a bear. Each lamp in 
this department had a fringe of white gelatine about 
thirty inches deep, and we also threw strands of gela- 
tine over the wings of the totem poles, giving an ice 
effect. 

We had a Zeppelin airship about forty-five feet long 
for our Santa Claus and sale of surprise packages. As 
the ship was placed against the wall it only had to be 

(Continued on page 55) 
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Scenes from “Gulliver's Travels.” Above, Lilliputian 
troops on guard; below, the giant enemy held captive 
by the midget soldiery. 


RIS KRINGLE is also up against the new 
competition. Each year sees fresh claimants 
pop up for the part which the traditional 
patron saint of the Yuletide has for centuries 

held. Whether it is just to the old fellow is beside the 
question. Certain it is that childhood finds unbounded 
delight in each departure from time-honored Christmas 
attractions. And, if the truth were fully told, their 
elders are not altogether unconcerned. 

In quest of novelty, display managers turn with ever 
increasing avidity to the classics of child lore and find 
in the artful tales of an earlier day and the myths which 
antedate them the foundation for marvelous settings. 

Walter W. Rowley, display manager of the Em- 
porium, San Francisco, is one of these innovators. 
Each Christmas sees a new version of children’s tales 
depicted in his productions, usually animated displays, 
teeming with action. Last year it was Gulliver’s Traveis, 
the admirable satire of Dean Swift, that won his favor 
and halted the Christmas shoppers in droves as they 
surveyed an intriguing presentation of the high lights 
of this colorful work. 

Following the convenient scheme of building dis- 
plays before a series of plateaus on which the scenes of 
the classic were enacted, Rowley produced a long row 
of windows bright with cut-out battlements, burghers’ 
cottages, towering steeples, and castle-crested rocks. 


WORLD 
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Yuletide Attractions Founded on 


HILDREN’S 
LASSICS 


Rowley Makes Them Themes of Animated 
Windows Prepared for Holhday Throngs at 
San Francisco Store 






Here the fabulous folk of Lilliputia were presented, 
with their churches and shops, forges and smitheries. 
Here the prostrate giant, whose subjugation had 
astounded the itinerant Gulliver, was shown stretched 
prone across the length of a window and held firmly 
by the myriad of bonds that the pigmy conquerors had 
forced upon him. Tiny figures fluttered around him. 
Brightly uniformed soldiers stood guard over him, 
while groups of Lilliputians climbed all over his bulky 
form. Behind him rose a grim old castle, tall, indeed, 
to its builders, but towering only to the giant’s waist. 

Another scene showed Lilliputian villagers gaping 
from the windows of the hall of justice and craning 
their necks at the battalion of soldiers changing guard. 
The marionettes that made up this martial array were 
clad in the bright costumings of the late seveneenthi 
century, and their heads were encased in steel casques. 
Soldiers were posted at all vantage points about the 
hall and on the rocks in the right foreground. 

These were but two examples of the painstaking 
manner in which the celebrated adventure was deline- 
ated, but they yield a fair idea of the amount of work 
involved in the preparation of the buildings, hills and 
backgrounds necessary to stage the Yuletide attractioii. 

ARTIFICIAL SNOW 

Now another difficult problem has been solved for mer- 
chants and displaymen—that of securing a product to give 
a real winter touch to displays where winter merchandise is 
displayed. This product is the result of years of experiment- 
ing and has been named Z-RO-ART. This patented com- 
position material is manufactured in solid blocks, 14x22 
inches and five inches thick. It is exceptionally light in 
weight and entirely fireproof, thus eliminating all fire hazards. 

So realistic are displays made with Z-RO-ART that those 
who have seen them unanimously acclaim that they. never 
thought nature’s northern winter scenery could be so natural- 
ly reproduced. 

Z-RO-ART artificial snow is obtainable in standard s‘ze 
blocks, 14x22 inches, and also in letters one foot high and 
ten inches wide, five inches thick. These letters can be hung 
up or they can be set down in the show window. Words oi 
various combinations, such as, “Only thirty shopping days 
left until Xmas,” “Xmas shoppers’ specials,” “Merry Xmas,” 
etc. Signs made from these letters are exceptionally attrac- 
tive, as they have the appearance of being cut out from hard 
frozen snow. 

The manufacturers, the Artificial Snow Company, 4446 
Belmont Avenue, Chicago, have arranged to send a sample of 
Z-RO-ART to all merchants and displaymen interested. This 
together with other valuable facts on winter window trimming 
can be secured by sending the coupon contained on the inside 
back cover page of this issue. 
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ERHAPS there is no reputable and well-informed 
displayman in Chicago or elsewhere who has 
viewed them, but will heartily agree that the Fall 
opening windows of Marshall Field & Co. are 

yvorthy of a trip to Chicago, regardless of how many previous 

Field openings one may have heretofore attended—or how- 

ever distant one may live. 

To those who are particularly interested in modern art 
tie windows will prove at once highly interesting and very 
yeautiful. Those who know (or think they know) something 
of modern art and who don’t like it—will still find the win- 
dows beautiful in all the term implies. 

One may expect to find in the present gorgeous display 
both education and inspiration. They are an exemplification 
and amplification of Art Moderne, especially as viewed and 
considered from the decorative angle. 

Colors are marvelously combined, blended and contrasted. 
Daring combinations, such as the average display manager 
would not hazard, are daringly mingled and deftly counter- 
balanced by an almost unnoticable use of neutral or compli- 
mentary colors at other points. 

To those who are interested in “balance,” whether in 
design, in color distribution or in the placement of merchan- 
dise—these windows will reveal many intriguing details. 
Each are of interest in themselves to the display technician 
whose work requires a knowledge of these elements. They 
are of equal interest as related and component parts of the 
entire window, which in turn is a part of a series of windows 
constituting a section, and each section a part of the four 
sides of a city block. For each of the four sides of the 
square block which encompasses the window frontage of the 
Marshall Field & Co.’s main store is treated in a different 
manner, yet there are the unfailing ear-marks of Frazer’s 
infallible style in each and every section. This change in 
the general decorative scheme accorded to the different sec- 
tions of the store frontage is partly due, perhaps to the differ- 
ent treatment required for the best display effect of certain 
types of merchandise which are featured regularly in certain 
window locations. It also serves to relieve the store front 
of the monotony which would certainly ensue if the same 
theme was repeated all around the four sides of the building 
and retained as a background for a period of three months’ 
time. 

Irrespective of the vast amount of window space to be 
handled at each seasonal opening, all of which has to be 
completely changed and reclad at a given time, there is never 
a neglected window, never a carelessly done or hurriedly- 
made display—nor even so much as a square inch of imper- 
fection evident! 

There’s not a single pin, ravel thread, foot-print, or finger 
mark visible at any point in all of the windows around the 
entire front. There’s never an architectural mistake, nor a 
mistake in interior decoration, nor style mishap, nor color 
discord, nor any careless display technique at any point. 

Infinite detail! Inexhaustible source of ideas, selected 
and used in perfect taste and proper proportion. That’s Ar- 
thur V. Frazer, director of displays for Field’s, whose artistic 
genius and capacity for detail equal his ability to conceive 
and execute major effects in a superlative manner. 





= 


TS general color theme for the State Street frontage is 

of dark blue with some masses of pastel shades and 
occasional bright spots, offset with baseboards and cornice 
molds in two or three tones of gray-green. The floors are 
covered with dark blue carpet and the major portion of the 
hackground space is done in dark blue cloth of dull surface 
with a pattern of satin spots in two or more sizes. Silver 
ornamentation is used to some extent, its use being confined 
to carved figures of birds, modernistic in design, mounted 
high up in the background paneling, and the molding frames 
vordering the “display windows” which are a part of the 
decorative design, and one or more of which appear in each 
nd every window along this front. 

The “window within a window” presents an interesting 
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feature of the present Field display. This phase of the 
general decorative treatment has been made possible by the 
way Mr. Frazer has utilized the window space in designing 
and constructing the various background settings. Or, per- 
haps, one might say that the designing of the present win- 
dow backgrounds called for this absorption of space in order 
that this particular feature (“windows within a window”) 
could be used. At any rate those who may have expected 
to see the entire floor space and area used—with background 
treatment flat against the walls will find the general effect 
greatly changed in appearance because of certain portions of 
the background brought close to the front glass, while other 
parts of the window retain the original and full depth. 

Next in point of interest and attraction to the State Street 
frontage is the adjoining half-block section on Washington 
Street which discloses a series of windows, similar in point 
of modernistic design and treatment, similar in effect, yet 
different in design and treated in colors of black and silver! 
In this section, lingerie, boudoir robes, fancy shoes, perfumes, 
etc., are featured in exotic and luxurious manner. You can 
imagine how these lovely articles of feminine apparel look, 
selected and grouped as Frazer would have them in these 
windows with black and silver backgrounds! Such furniture 
as is used is of special design and finished in black lacquer, 
silver ornaments and bearing appropriate accessories. The 
walls are covered with black satin save for an occasional 
introduction of black velour. Silver molding frames the 
edging of the little shop windows which form their part of 
the modern background. Carved birds, finished in silver and 
grouped in three’s are mounted in some of the center panels 
of the backgrounds. The windows in the background give a 
French touch to the effect as a whole, and these little windows 
have one or more garments casually displayed with some 
particularly appropriate accessory. The windows are lighted 
from within and present the most realistic appearance. 


e one Randolph Street section nearest State Street and ex- 

tending for half a block is treated in a wholly different 
manner in point of design and color effect. The backgrounds 
are completely new, but some of the furniture pieces used 
in these windows are from previous displays, refinished to 
fit in the new displays. 

The other half of the Randolph Street section, extending 
from the carriage entrance to Wabash Avenue, devoted to the 
display of home furnishings, has a new set of backgrounds 
and each separate window presents an ensemble group unit 
in which the particular item featured is shown as it should 
appear in the home room. This section of the Field windows 
is always attractively handled and presents color ideas for 
various rooms in the home in such a manner as to attract 
the interest of women and crystalize this interest into the 
definite desire to duplicate the arrangement in some part of 
the home. The displays are frequently changed, each change 
(Continued on page 74) 























































Demonstration trims installed at the Portiand conven- 
tion. The group contains the first and second prizes in 
men’s wear and in lingerie. 
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New Risolds Set By 
‘Pacific (2oast 


(Ponvention 


Portland Is Host to Largest and Most 
Enthusiastic Meeting of Western Displaymen 


By ROLLIN TRUMBULL, JR. 


S many a person has said, “It’s all over boys, 
but the yellin’.” It may be all over, the dele- 
gates back on the job at their respective 
stores, notes all taken, competitive display 

prizes and photographic prizes tucked away and conven- 

ition committees rested up, but still the ‘memory lingers 
on” and will linger on for a good many conventions to 
come. For this convention of the P. C. A. D. M. held 

“out in Portland” was admitted by the delegates to be 

the biggest and best, with the most educational features 

and the best entertainment ever staged on the coast. And 
it’s all because about a half-dozen fellows worked their 
heads off. Much credit should go to’this little group 
embracing : A. O. Hewitt, president ; DeLyal J. Davis, 
convention director; Vernon C. Turner, Secretary- 
treasurer, and Edmond C. Bechtold, E. R. Schmidt, 

G. E. Owen, Paul C. Massee, Robert Fawcett, E. P. 

O’Neiil and P. G. Neville, committee chairmen. Mrs. 

Charles Cornog and the wives of the committee chair- 

men also deserve much credit for the fine entertain- 

ment outlined for the women visitors at the conven- 
tion. 

To any of the delegates arriving at the Portland 
Hotel Sunday (a great many did) the apparent up- 
roar and confusion was indeed deceiving, for every 
one of the Portland fellows was at the hotel and 
each had his job and did it, so that everything was 
all ready to go early Sunday afternoon. _ 

For a main convention hall there was a large grill 
room. When entered from the stage end the demon- 
stration windows appeared at the right. There were 
three of them, sixteen feet long, seven feet deep and 
twelve feet high, raised from the floor about eight 
inches, beautifully designed in a modern way that would 
please even the most critical. The sweeping curves 
and angles of the valances and end designs brought 
out and made even more striking by the soft taupe 
tones in velour and brass decorations, the soft taupe 
of a different tone which was the background, and the 
pale mulberry floor, all went to make what J. H. 
Everetts, president of the I. A. D. M., said was the 
best and most beautiful battery of demonstration win- 
dows he had ever seen at any convention . . . either 
Pacific Coast or International. Several smaller rooms 
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adjacent to the main convention hall were used for 
registration rooms; exhibits of photographs, posters 
and sketches; committee meetings and lounging 
rooms. The hotel was literally plastered with wel- 
come signs and everyone of the delegates wore a neat 
ribbon badge with his name and city on it. These 
badges enabled the fellows to meet each other with- 
out the usual embarrassing questions and backward- 
ness. So, by Monday morning, everyone knew every- 
me else and felt entirely at home. 


ARLY Monday morning, the Jantzen bathing suit 

windows were put in and a better set of displays 
it would be difficult to find. 

The first prize of $35.00 was won by Russell Wal- 
bridge, H. Liebes & Co., Portland; the second prize of 
$15.00, by Ralph Pfister, McDougal Southwick Co., 
Seattle. 

At 10 o’clock President A. O. Hewitt opened the 
session. After the invocation by the Rev. Bowman of 
Portland, Ore., “America” and “God Save the King” 
were sung by the assembly, and the Hon. George L. 
Baker, Mayor of Portland, welcomed the delegates to 
the “City of Roses.” 

To begin a series of addresses which was to deter- 
mine the function of modern window display in se- 
curing increased merchandise turnover and to urge 
coordination of window display with other forms of 
advertising, Marshall Dana, associate editor of the 
Oregon Journal, Portland, Ore., compared the display 
window with the front page of the newspaper. The 
first word of the headline of the newspaper must 
interest the reader, and so it is in the window display. 
The first glance at a window must interest the pros- 
pective buyer—he must be interested and interested 
enough to “read” the display. : 


Monday Lunchcon 


At the Monday noon “get together” luncheon, at 
which J. J. Richardson was chairman, J. H. Everetts, 
I. A. D. M. president, proved that the women and 
buyers of today are style conscious, know the value 
of correct color harmony and know when the display 
man or advertiser is incorrect in showing various 
articles together. Mr. Everett thinks that until petty 
jealousies, gradually becoming extinct, are forgotten 
entirely, and until the displaymen work together in all 
ways possible, and the display manager and the other 
department heads are placed on a more equal footing, 
harmony is unlikely and the full of departmental co- 
operation is beyond grasp. 


Monday Afternoon 


N an address Monday afternoon, Phil A. Ditter, 

president of Ditter Bros., Yakima, Wash., said he 
believed that if the store executives all worked in con- 
junction with the display manager, as he tried to do at 
all times, that much better results would be obtained. 
We all know Mr. Ditter certainly is behind the display 
profession to the last ditch. 

Errol Proctor, Crossley & Failing Advertising 
\gency, Portland, gave a very interesting discussion 
of the likeness and vitalness of modern art in news- 
paper and magazine advertising as compared with 
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More demonstrations. Herein are prise-winning entries 
in the Hardeman hat, Jantzen bathing garb and the 
Gotham hosiery competitions. 


DISPLAY 


One of the 
outstanding 
demonstra- 
tions of the 
convention. 
A perfectly 
balanced use 
of modern 
mannequin 
and cutouts. 


other means of advertising. From which we all found 
that the simplicity of an “ad” corresponds closely in 
its effect with the same simplicity in working up back- 
grounds, panels, posters, and show cards in modern 
display, as does every other essential of the modern 
art. 

Hosiery trims which were installed before the ses- 
sion were judged by three very prominent display 
men, who finally, after quite some discussion, decided 
on the winners. These were: First prize of eight pairs 
of Gotham silk hosiery, R. Trumbull, Jr., assistant 
display manager of the Charles F. Berg Stores, Port- 
land; second prize of four pairs Gotham silk hosiery, 
R. Weldon Smith, David Spencer, Ltd., Vancouver, 
B.C. 

To climax the first day of the convention, the 
“Stag Banquet” in the convention hall certainly cre- 
ated a sensation. The best entertainment available, 
the best dinner that could be served, the best orchestra 
any club ever had, assisted by Mr. Tollard, enter- 
tainer, made a “stag” and how! While this banquet 
was in progress the wives of the delegates were enter- 
tained at a theater party at one of the best local 
theaters. 

Tuesday Morning 

UESDAY morning, quite a few of the boys suc- 

ceeded in “rolling out” early enough to take in 
the “Breakfast Club” meeting, where we all received 
our “ham and eggs” and shook hands with a lot of 
fine “hams” and “good eggs.” Our friend, “Jimmy” 
Richardson, led us in a songfest long to be remem- 
bered. 

During the morning session, William Gray Pur- 
cell, A. I. A., president of the Society of Oregon 
Artists, brought out the fact that competition in mod- 
ern art is extremely keen—that is to say, competition 
between lunatics who really know nothing of the so- 
called modern art, and the real artist who has made a 
study of it. Purcell emphasized that in working in 
modern art one must stick closely to the original idea 
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The unique 
wings and 
modernistic 
molding 
employed in 
the austere 
dummy 
windows 
are well 
illustrated. 


and not fill in the study with a lot of superfluous de- 
tail that adds nothing to the original. Also we found 
that the so-called modern art is and should be called 
“contemporary art,” significant of the age in which 
we live. There was the art of the Pyramid Age, the 
Age of Pericles, the Age of Napoleon, and so on down 
until today when in a world of complication, detail, 
and machinery we must seek relief from detail and 
complication in the expression of our artistic minds. 
Artists should take account of the age in which they 
live and transport the age into their lines. So display 
men, who are artists must do the same, but, in doing 
so, they must be careftl to differentiate between luna- 
tic art and the art of artists. The general public is 
not educated to modern art, so the display man must 
“watch his step” and see that his art supplies the 
effects and feelings that words cannot supply. 
Tuesday luncheon 

The chairman at a “Buckaroo” luncheon Tuesday 
noon was Charles F. Berg, president of Charles F. 
Berg, Inc., Portland, Ore. Mr. Berg told us of his expe- 
riences in the display game many years ago, forty-four 
years to be exact, and introduced Walter W. R. May, 
advertising manager of the “Morning Oregonian,” 
Portland, who convinced us that our windows should 
be merchandised as much as the merchandise we are 
selling. Firms should advertise that they have such 
and such an article on display, tell about the display 
man and his work, etc. Well, to make it short, May 
said, “Give the display men ‘a good break’ and watch 
the results.” 

Tuesday .4fternoon 

“Windows from a woman’s standpoint” was the 
subject of an address by Miss Serena E. Rohan, adver- 
tising manager of the Charles F. Berg Stores, Tues- 
day afternoon. Miss Rohan emphasized the fact that 
modern merchandising is nothing more or less than 
good showmanship and that the window displays must 
be simple in construttion and arrangement in order 

(Continued on page 25) 
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Patriotic bul not warlike is tiis composition of Eari 
Furman, Calecn Bros., Birmingham, Ala. No guns or 
military accoutrement in view. “Peace” is emphasized. 


OVEMBER 11 continues after the passage of 
eleven years, as a memorial to the conclusion 
of a conflict which had engulfed the for- 
tunes and futures of all. Now in the prime 

of life, occupying the center of the stage, principals in 
the hand to hand combat for bread which is dignified 
by the flattering appellature of “modern civilization” 
the youth of ten years ago turn back annually to con- 
sideration of the gruesome period during which they 
were in the khaki or munition plants. 

Armistice Day endures and promises to remain 
during the lifetime of the present generation as a day 
of consecration to the great ideals upon which Ameri- 
can military power fed during the struggle with the 
Central Powers. As long as the memory of those 
sanguinary battles in Flanders and the Argonne shines 
through the mists of the years, the recurring holidays 
will bring to store windows their crop of Flanders 
poppies, their wreaths and shafts in tribute to the 
sufferers upon those gory fields. 

America entered the conflict late and her role was 
not as bloody as that of her allies. This, perhaps, 
explains the reason why her tributes to the spirit of 
Armistice Day lack the tragic aspect which charac- 
terizes the creations of English and Australian win- 
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Everett Quinirell, Elder’s, Dayton, Ohio, offers a more bellicose display. 
contains a peace plea. 
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“Peace” Should Be Theme of 


Displaymen Should Take Cue from European 
Confreres Who Have Put Damper On 
Militaristic Expressions 


dowmen. There is too mtich blatant hurrahing for 
militarism, too much glorifying of the mailed fist in 
these belated testimonials. 1929 windows should mark 
a departure recalling again the “war to end war” 
in which the fallen engaged and considerably fewer 
jingoistic raptures over bg guns, and smartly clad 
soldiery. 

Earl Furman struck in the right direction last 
year when he created in the windows of the Caheen 
Company, Birmingham, Ala., a memorial to “World 
Wide Peace” that contained not a gun or knapsack. 
Turning his back on every military aspiration and 
yet weaving into his composition a sound and prac- 
tical patriotism, the Birmingham decorator established 
a custom that could well serve as a guide to all fu- 
ture attestations of the Armistice Day spirit. 

Against a black-covered panel placed flush with his 
backgrounds, he suspended a decorative motif involv- 
ing a wreath in which perched a great American 
eagle with outstretched wings. Below the wings were 
the insignia of warfare, rifles, with stocks crossed, a 
canteen, a bugle and a knapsack. On each side of 
the panel was a black wrought-iron stand supporting 
baskets of blossoms. From the panel, puffs of red, 
white and blue fabric extended to the edges of the 
foreground. At the left in the foreground was an 
ensemble of allied flags with the Yankee standard 
towering above them. At the right, a pedestal upheld 
a decorative unit with a dove upon an orb of the 
(Continued on page 45) 


The pictorial background 












f 


HUVUUNUHUQUUUUPUENNOEUEERUELLUO LEE 


HONEY 





> iil 














October, 1929 DISPLAY WORLD 








| 





























\ i Mr. Display Manager! 
yl] Vow 
Tl) » Th) NO} 
order your Christmas Display Cards until you have seen 
our beautiful new designs. 
: om The best stores in America buy 
Blick’s Beautiful Christmas Display Cards 
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The customary synunetrical arrangement of male 
Footwear—A_ pleasing but trite composition by 


Clement Kieffer. 


HY is it that men’s shoes are simply shoes, 
whereas, wifie’s ground grippers are foot- 
wear? Is there a good reason why the 
delicately fashioned thin sandals that she 

favors are marketed by footeries and exclusive spe- 
cialty shops, while “hubby’s” broad brogans emanate 
from ultra severe little places where emphasis is chief- 
ly upon price and speed of service. There’s a reason, 
a very good one, and apparently not to the relish of 
the men’s shoe manufacturers. 

The volume of men’s sales has been falling off. 
‘Ever singe the auto became a universal accessory 
shoes have been on the toboggan and, despite the 
money that the manufacturers have collected to pro- 
mote shoe consciousness and a whole-hearted mascu- 
line pride in a well furnished shoe wardrobe, com- 
paratively little progress is being made. 

And there’s another reason. Advertising and pub- 
licity have been obominably bad. Few are the dealers 
specializing in men’s shoes who pound the tom-toms 
as vigorously as the ladies’ shops. Few are the de- 
partment stores that give material space to merchan- 
dising of the masculine undershodding. There’s very 
little being done among the popular price concerns to 
stimulate shoe interest among the husky breadwin- 
ners, presumably because they are assumed to be 
immune to the blandishments of style and but little 
interested in “service.” 

Window displays.are and long. have been the .pri- 
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Why Should 
Men’s 
Shoes 


| Be Penalized? 


mary means of reaching the male buyers. And what 
a mess most of them have been. They vary from 
tawdry conglomerations of color and style to fairly 
pretentious blazonings of new leathers in decorative 
settings, but in virtually every instance are purely 
merchandise, geometrically balanced; stolid, dull and 
uninteresting. 

Uniformly they are catalogues of current stocks, 
bearing tickets carrying a price and number. Mr. 
Shoe Buyer pausing in front of the window is pre- 
sumed to pick out his preference, enter the house, 
announce the number of the last and leather in which 
he has a flickering curiosity, and get them foisted 
upon him in double-quick order. 

Well, it hasn’t worked out that way. The business 
that comes in, does come in with this preliminary work 
finished, but the “come hither” qualities of the dis- 
plays are too meager to pull it in in quantity. 

Why can’t the shoe merchants awaken to the vast 
amount of business they’re losing by overlooking the 
possibilities for human interest in men’s presenta- 
tions? There isn’t a reason in the world why the 
show window that is designed for men should not be 
handled with the same care that betokens display of 
milady’s slippers. 

Clement Kieffer, Jr., display manager for the 
Kleinhans Co., Buffalo, N. Y., is undoubtedly one of 
the foremost display authorities in men’s wear. He 
has a big battery of windows held under firm control 
and rigorously protected from stunt showings and 
sensational trims. Fixtures are kept uniform and 
lighting is conventional. A set policy of. exploiting 
















Another of Kieffer’s windows 
—but, oh, how different! Net 
a mere exposition of shoes, 
but a demonstration of their 
relation to good dressing. This 
window not only sold two pairs 
to a customer in numerous in- 
stances, but also netted three 
_ sales of three pairs each. 
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A traditional trim—-A neat but unexciting showing 
by T. W. Jones, Shreveport, La. 


shat quality goods the fore part of the week and popular NENA? Zp Ns , pine cone wreaths: 
priced wares during the latter part is maintained. % 
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uh Naturally, it would be assumed under the circum- 12 in $9 Doz 
hive stances that the lower priced shoes would be pre- ae oe 5 
pik sented in sales trims. But the accompanying illustra- Bras Che! 4, 14 in., bs lode DY-F2 
and tion reveals that this is not uniformly true. A selling yh : 
idea is worth much more than overwhelming display. } i[e) In., $20 Doz. 
; Hence the exploitation of a “four shoe” wardrobe a: Ss ; 
= exemplifying the types of shoes to be worn at different ONG GN 4 18 In., $28 Doz. 
pre- periods in the days. ; Ae 
use, The large showcard in the center of the trim read, aR ME Thick ie) od fal | 8 in. diam- 
. “Four Shoes every well-dressed man should have this Bal 77 
ei Fall’—new models designed by Selz—$6.00. Buy ‘ yey eter $35 ies 100 yards. 
more than one pair of shoes and wear them in rota- 
nba tion—they will last longer and by resting them they'll 
sek hold their shape. 


din- This arch was of brown silk velour—the card ap- 
plied to it was tan, the drapes bordering the arch 
were black and orange. A showcard directly behind 


fers each shoe announced its style. Heavy weather and 
ore sports shoes called the Briar suggested a fur coat, 
alos sweater, books, pipe, as atmosphere. The everyday 
sto business shoe called the Century, revealed business 
me topcoat, hat gloves and portfolio. While the after six 


and Sunday—a black calf called the “Ascot” brought 

ai into play a derby, gloves, cane and dress topper. The 

formal evening shoe, The Evening, is at once sug- 
gested by the silk hat, full dress suits, shirts, etc. 

This display sold many a customer two pairs of 
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“In a Pullman”’—A dramatization sure to attract. 
Installed by C. L. Putnam, Walkover Co., Buffalo. 


shoes, while three sales are reported of three pair to 
customer. One price shoes in a harmonious and 

‘eautiful setting carried a big message. 

(Continued on page 49) 


















Amos Parrish, head of a Fashion Clinic 
serving America’s best stores. 


HE poet might say that fashion is the singing 
of silent things—eloquence in anything— 
music in the market-place—the artistic answer 
—the newness of things. The artist might 

cay that fashion is beauty in the form now preferred— 
“fancy light from fancy caught”—art genius inter- 
preted. The critic might say that fashion is a fiair-— 
a fancy garried on parade—the pleasant made most 
pieasing—thoughts exquisitely expressed. 








The scientist might say that fashion is the fifth or 
sixth dimension—an expression of relativity—the evo- 
lution of life itself. The philosopher might say that 
fashion is the quality that wins applause—the theme 
always new—the urge that welcomes change—-and seeks 
perfection—that fashion is tomorrow expressed today. 

The dictionary defines fashion as “the prevailiig 
mode in such things as are subject to change in form 
or style, as in ornament and etiquette, and especially 
dress.” Fashionable is defined in the dictionary as 
“conforming to the received mode.” Or “heedful of the 
prevailing mode; conforming in deportment, in dress, 
and in all of the details of social life with the usages 
of polite society.” 

But all these definitions,. all these interpretations, 
are merely descriptive thoughts. Fashion is almost as 
undefinable as life itself. But there are things known 
about fashion—in life and in stores. And the relation 
between fashion and merchandising. The part fashion 
now plays in merchandising. And so let’s review some 
of the practical phases of fashion as related to stores 
and fashion merchandising. 

Here are some practical fashion points for stores. 

1. Fashion is a style accepted by a sizable number 
of people. 

2. A thing doesn’t have to be new to be a fashion. 

3. Fashion does not have to be high-priced. 

4. To be in fashion it nierely has to be nozw—to be 
wanted, to be used, to be worn, to be accepted now— 
now—NOW ! 

5. Fashion trends move slowly. 
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6. And these fashion trends, moving slowly, can be 
traced by looking clearly at the facts. 

7. Fashion facts are the basis of fashion analysis. 

8. And fashion facts must be analyzed exactly as 
all other facts are analyzed when the truth is wanted—- 
that is, on their merits, without emotion and without 
prejudice. 

9. Fashion analysis—factual fashion analysis-—is 
the basis of fashion forecasting. 

10. Accurate fashion forecasting is a vital part of 
profitable fashioning merchandising. 

11. Controlled fashion buying is the basis of profit- 
able fashion selling. 

12. Fashion is a selling force today—second to no 
other single selling force. 

13. Resisting fashion trends is bad business. 

14. Selling with and into fashion trends is good 
business. 

15. Guessing fashions is guesswork. 

16. Fashion hunchers are as unreliable as race track 
lipsters. 

17. Fashion long-shots are, to say the least, highly 
speculative investments. 

18. A fashion coordinated store is one which thinks 
the way customers think. 

19. A store which agrees with itself in fashions is 
quite likely to agree with its customers on fashions. 

20. Advertising minus fashion-facts is quite likely 
to be minus results. aig 

21. Store advertising basically fashion sound has a 
hasis on which to build is selling attack. af 

22. Fashion knows little about geography. She 
never studied it! 

23. Fashion appeals not to four hundred, but to four 
million. Not to the fashionable forty, but to the fash- 
icnable forty million in America. 

24. Stores profit most when they play the fashion 
winners and keep on playing them just as long as they 
are the winners. 

25. Fashion is a public preference expressed—the 
votes for the winning candidate—counted. 

26. The customer doesn’t know you have a hundred 
departments. She thinks you have one store. 

27. The most important fashion trend this fail is 
the ensemble way of dressing. 

28. Hamlet never said, “To ensemble or not en- 
semble.” That’s not the question. 

29. In French, it’s just “tout ensemble.” In stores 
it should be “toot ensembles.” 

30. Mr. Filene says, ‘When you plan, write it 
down.” That goes for fashion plans. too. 
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NY displayman would be glad to pay $1.00 or 
t of more for this invaluable aid in the creation of 

original, attractive and sales-compelling win- 
ofit- dow, counter and show case displays. 


This new book, printed in color and bound in a strik- 
ingly beautiful metallic cover, illustrates 25 actual 
window, counter and show case displays featuring 
merchandise of practically every classification. It also 
describes the manifold uses of 
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The Solution—Today’s styles contrasted with cut-out 
silhouettes of the past. Each setting exhibited a differ- 
ent gradation of the domimant color. 


HE first hundred years are the hardest” is an 
old maxim that may well be applied to our 
own history. Our centennial celebration of 
two years ago, considered an outstanding 

success by executives the world over, was planned tar 
in advance. The problems arising at its inception were 
manifold and complicated. This was our initial attempt 
at a real campaign, combining tremendous volume with 
social prestige of the highest order. Our window theme 
was, “The History of Fashion,” which presented the 
styles of the past century portrayed by actual garments 
on old-fashioned wax figures. By way of contrast, 
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Windowing Arnold Constable’s 


ceAnniversary 


How a Great Fifth Avenue Store Met the Issue 
of Repetition in Planning Their 102nd 
Birthday 


By EDWARD S. ARKOW 


Director of Display, Arnold Constable & Co., 
New York City 
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fashions of 1927 were shown on modern French man- 
nequins. Both were placed against screen backgrounds, 
of early American design, running the entire length of 
the window. 

Our 101st anniversary of last year gave birth to a 
theme verging on the spectacular, “The Fashions of the 
Past, the Present and the Future,” the latter having 
been conceived and designed with the idea that fashions 
are created and keyed to the ever-changing world, the 
startling new inventions and the future mode of living. 
They were exhibited in interior settings as'modern as 
tomorrow itself, wherein certain definite fabrics, metais 
and glass, precious wood and unique lighting played a 
prominent role. 

June, 1929—our 102nd anniversary just four 
months ahead—what is to be the working thesis for 
this event? We do not relish repetition of former cam- 
paigns ; still, we have another anniversary, and the past 
is not easily forgotten. A double theme is finally struck 
and proved sound—“The History of Fifth Avenue 
Combined with the Growth of Arnold Constable.” 
After extensive research, a complete series of historical 
advertisements is prepared dealing with the beginnings 
of the Avenue and leading up to its present greatness 
and the Arnold Constable contribution, with a new 
addition in a forty-eight story building. 

The opening windows, designed by the writer, are 
done in ultra-modern architectural motifs, each setting 
a different gradation of one color, producing a direct 
contrast to merchandise shown therein. These settings 
are interchangeable, and can be easily transferred from 
one window to another. Made of wood veieer ap- 
pliqued in different combinations of felt and _ silver 
metallic, they are extremely practical. Behind each of 
these settings is a permanent background of dull silver 
fabrikoid stretched on heavy frames and closed on the 
sides with an unusual sliding door arrangement. In 
every one of these opening windows 1929 fashions are 
shown, from sophisticated madame down to the ador- 


-able “little stranger.” To bring out historical interest, 


an eight-foot panel, which is a vital part of each setting, 
bears a five-foot silhouette of a concurrent fashion of 
bygone days. These silhouettes are appliqued in black 
felt with high lights in grayish-white pastel. It is inter- 
esting to note that the complete production of these set- 
ings and silhouettes was done by my own art staff on 
the premises, during a hectic period of store remodeling. 
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Men’s wear was committed to the same treatment acorded feminine finery. The panel contrasts century 
old styles with today’s. 


NNIVERSARY interior decorations and special 

features were many and varied. Three months’ 
research brought a collection of original paintings by 
American masters portraying the avenue in old and 
modern dress, a painting here of old Washington 
Square; one there of the famous Avenue of Allies in 
1918, still another of the Public Library during a 
snow-storm. Many more of like character are ex- 
hibited in our Avenue of Art on the street floor. 

The Gallery of Historical Exhibits on the fifth 
floor is a most interesting place. Here, in a specially 
constructed room, are assembled age-old family trin- 
kets and heirlooms, gowns, coats and hats used and 
worn in days gone by. These were courteously loaned 
to us by our patrons. Enlarged photographs line the 
walls of this room, giving a graphic panorama of pa- 
rades and processions on the avenue since its opening 


in 1825. In a special exhibit case, is a collection of 
medals and badges depicting every notable event on 
the avenue since the opening of the Croton Reservoir 
in 1842. The Lincoln and Grant funerals, the Dewey 
parade, the Washington Centennial, the Hudson-Ful- 
ton celebration, the Liberty Loan Drives and recep- 
tions to trans-Atlantic flyers and distinguished foreign 
visitors, are some of the stellar attractions. 

On the second floor in the newly enlarged men’s 
clothing department, is an exhibit of old army uni- 
forms, flags and other relics of the Mexican, Civil and 
Spanish-American wars. They were loaned to us by 
the old Seventh Regiment, an organization that de- 
servedly prides itself in its glorious history. 

Among other features of the anniversary is a cos- 
tume design contest, to develop and promote the fash- 
ion sense and training of the younger generation. 








New Records Set by Coast Convention 
(Continued from page 16) 


to have the public grasp the full meaning at a glance. 
In her own criticism of window display Miss Rohan 
pointed out three essential faults; first, the lack of 
successful use of color; second, the lack of style 
knowledge in the displaying of merchandise; third, 
the insufficient lighting of windows. 

The competitive window demonstrations for Tues- 
day were, Jacob’s Oregon City, Ore., Woolen Mills, 
men’s clothing, and J. D. Booth & Son, New York, 
ladies’ ready-to-wear. Paul C. Massee of George 
“Lowenson & Son, Portland, Ore., captured first prize 
of $25.00, and E. R. Cissky of the Metropolitan 
Building Company of Seattle, Wash., won second- 
prize in the men’s suit demonstrative trims, which 
were certainly well done and thoroughly planned. M. 
K. Copeland of George J. Wolf Company, Aberdeen, 
WVash., and E. R. Cissky, took first and second prizes, 
“espectively, in the ladies’ ready-to-wear trims. 

By 8 p. m. Tuesday, the grand ball and the ban- 


uet in the convention hall was well under way, and a 


bigger and better time was never had at any gather- 
ing. The prizes for the photographic contest were 
given, and some cities should certainly be proud of 
their prodigal sons. George Hauber of Redding, 
Calif., walked away with eight beautiful prizes and 
some of the others did almost as well. 

Wednesday the features consisted mainly of the 
election of officers and the demonstrative trims; lin- 
gerie from Van Raalte Company, New York City, and 
Hardeman hats. 

The officers for the P. C. A. D. M. for the coming 
year, elected at the afternoon session, were: President, 
A. O. Hewitt of Ben Selling, Portland, Ore. ; first vice 
president, H. B. Kelly, Yakima, Wash.; second vice 
president, Bert Smyser, Tacoma, Wash.; third vice 
president, A. L. Sweet, Boise, Idaho; secretary-treas- 
urer, Adrian Delsman, Seattle, Wash.; the executive 
committee consists of Walter Rimes, Seattle; W. H. 
Fields, Everett, Wash.; D. J. Davis, Portland, Ore. ; 
Ray Hering, Spokane, Wash.; C. D. McCloughry, 
Oakland, Calif., was appointed by A. O. Hewitt, new- 
ly re-elected president. 











A daisy blooms on a plaque—A unit of Superba Ties 
composed by W.R. Keeler for Moorhead’s, Indiana, Pa. 


N May 15, H. C. Cohn & Co., Rochester, N. 

Y., opened a national display contest on 

Superba Cravats. Under the terms of the 

competition which was to continue to Au- 

gust 15, entrants could list as many windows as de- 

sired by sending in photographs with the names of 

the installing company and window trimmer attached. 

The date of installation was also desired. Superba 

neckwear was to be used in each display but other 

related items of clothing and furnishings were ad- 

missible. Two dollars was allowed for each photo- 
graph submitted. 

The plan of compensation allotted equal sums to 
each of three classes, embracing: (1) cities under 
15,000; (2) cities over 15,000 and less than 50,000; 
(3) cities over 50,000. In each class the following 
prizes were awarded: First prize, $75.00; second 
prize, $50.00; third prize, $25.00; fourth prize, $10.00; 
fifth prize, $5.00; sixth prize, $5.00; seventh prize, 
$5.00; eighth prize, $5.00; ninth prize, $5.00; tenth 
prize, $5.00. 


The offer was made at an opportune time. Just 


The unusual was essayed by 
R.A. Pederson, Krauss Cloth- 
ing Co., La Crosse, Wis., when 
he fashioned a clock of neck- 
wear. Metal hands and nu- 
merals were placed over tie 
dark surface of the ties. 
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Flowers of Neckwear Blossom in 


Superba 
(ontest 


ahead lay ‘‘Father’s Day” with its great sales stimulus 
for neckwear. Summer, full-fledged and brimming 
with humidity, served to foster an even greater de- 
mand. 

Any and all of the selling events of the period 
were open to the contestants in this unique test of 
trimming capacity. Singularly, almost all of the 
leaders in the awards handed down shortly after 
September 1, were either from small towns or small 
haberdasheries in the larger cities. 

R. E. Haynes, in charge of displays for the Pant- 
land Men’s Shop, Grand Rapids, Mich., topped the 
list in the struggle for the honors in the big city 
class, closely followed by the entrant from the Leon 
Clothing Co., San Diego, Calif. In the intermediate 
group. Harry G. Walker of the Hub, controlled by 
the Scheinberg-Quicksilver Co., Wichita Falls, Kan., 
had an easy lead over the display man for Tesdall, 
Pratt & Co., Joliet, Ill. The Midland Stores of Hunt- 
ington, W. Va., captured the honors in the small city 
class, despite the energetic attempt of Warshaw Bros., 
Dodge City, Iowa, to get into the lead. 

Interest was great enough to bring in a deluge of 
pictures from all over the states. In some instances, 
considerable effort has been exerted to convert mer- 
chandise into geometric designs, or by the addition 
of an extraordinary background, a placard or set piece 
to transform the showing from ordinary merchandise 
to the accessories of a genuine style show. This ap- 
plied particularly to displays for “Father’s Day.” 

Will Harris and Henry Steyerman did not get into 
the “big money” in their class, but these Thomasville, 
Ga., trimmers proved definitely in their handling of 
crepe paper that it can be used in a modification of 
modern trimming styles and very effectively. 
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BOYS if you want to succeed in the retail field, you must have expert knowledge of how 
* to advertise your store through all mediums, including the show windows. 


Take the straight rcad to success, don’t take the long, crooked road that seldom ever gets you 
there. 


The short cut to success is the immediate gaining of expert training. 


Miss Frances J. Lakin, Education Department, Marshall Field & Co., Says 


“He hasn’t much wkc depends for his learning on experience. He hasn’t much; he may lose a great 
deal. An unhappy master of a ship is he who has been made by many shipwrecks. But a man who 
learns through another man’s shipwrecks is a step ahead of that man who has gone through the perilous 
experiences.” 

Gain Success Quickly by Attending the Koester School 

If you are ambiticus. you will be interested in what the Koester School can do for you in helping 

sou perfect your work so that you can continue to climb the ladder of success. 


It is not.lack of ability that makes men fail. It is the lack of knowledge as ta the proper applica- 
tion of their ability that finds men worn out and grey of hair drawing down the same salary, if not less, 
than they drew when they were in their twenties. 


Let Us Send Full Particulars—Free! 


Be honest with yourself. Are you gambling—taking the long chance—do you know today what lies 
ahead tomorrow—next year, and five years hence? 

Start taking the risk’ out right now—the trained man tacks a sure thing—khe has confidence ir 
himself. 

Fiil in and return the inquiry slip today. We will gladly send you our instructive and valuabie 
book explaining our ccursés in full 


Yor will incur absolutély no obligation whatsoever, but your prompt action will prove very profitable 
to you. 


obetettettt t PePe Pe tt 
kK KES } ER THE KOESTER SCHOOL 
H 314 S. Franklin St., Chicago, 
s Please send me full information on the following subjects: 


[_] Window Display [_] Card Writing __| Advertising 
| 314 S. FRANKLIN ST. CHICAGO 
In the Window Display Center of the World 
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Top, Henry 
Steyerman and 
Will Harris, 
Thomasville, 
Ga., show that 


, 
crepe paper 
can provide 
beautiful 
seltings for 
men’s wear. 


a 





George Evans, Jr., display manager for Robert 
Fraser, Utica, N. Y., also fell short of approval for 
a high prize, but he demonstrated afresh the beauty 
of cut neckwear when fashioned into flowers. The 
daisy forms of his three display units stamped his 
window with individuality. 

R. A. Pederson made use of a clock of ties in an 
entry for the Krauss Clothing Co., La Crosse, Wis. 
Differing widely from anything yet seen in the com- 
petitions, this neatly executed set piece presented a 
clock face of dark ties to which silver numerals had 
been affixed. A large pendulum extending nearly to 
the floor fell from behind the “face.” 

The complete list of prize winners was as follows: 


Group I 

First prize, $75.00, Midland Stores Co., Huntington, W. 
Va.; second, $50.00, Warshaws Co. Shop, Dodge City, Iowa; 
third, $25.00, J. M. Davis & Co., Paris, Ky.; fourth, $10.00, 
Smith Haberdashery, Chambersburg, Pa.; fifth, $5.00, Henry 
Steyerman and Will Harris, Louis Steyerman & Sons, Thom- 
asville, Ga.; sixth, $5.00 Brody Bros., Keokuk, Iowa; sev- 
enth, $5.00, W. Reyburn Keeler, Moorhead’s, Indiana, Pa. 
eighth, $5.00, Walter E. Tilghman, R. E. Powell & Co., Salis- 
burg, Md.; ninth, $5.00, J. W. Lumpkin, Strickland & Crouch, 
Grittin, Ga.; tenth, $5.00, Levinson Bros., Clarksdale, Miss. 


Group II 
First prize, $75.00, Harry G. Walker, Scheinberg-Quick- 
silver Co., Wichita Falls, Texas; second, $50.00, Dave T. 
Reese, Tesdall Pratt & Co., Joliet, Ill.; third, $25.00, W. Han- 
ly, Lew Levi, Nanticoke, Pa.; fourth, $10.00, R. A. Pederson, 
Krause Clothiers, La Cross, Mich.; fifth, $5.00, Nauz, Fair- 
mont, W. Va.; sixth, $5.00, Vogue, Charlotte, N. C.; seventh, 
$5.00, Kuhms-Johnson Co., Greensburg, Pa.; eighth, $5.00, 
Steck’s, Muncie, Ind.; ninth, $5.00, H. D. Lollar, Arthur Cad- 
dell, Paris, Texas; tenth, $5.00, J. Hoogerhyde, L. W. Robin- 
son Co., Battle Creek, Mich. 
Group III 
First prize, $75.00, R. E. Haynes, Pantland Men’s Shop, 
Grand Rapids, Mich.; second, $5.00, R. Humphrey, Lion Cloth- 
ing Co., San Diego, Calif.; third, $25.00, Morton Men’s Shop, 
Detroit, Mich.; fourth, $10.00, D. H. Chapman, Houston, 
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Base, 
George Evans, 
of Fraser's, 
Utica, N. Y., 
evolves a daisy 
field from hus 
showing of 
neckwear 
for Father's 





Texas; fifch, $5.00, Robert Fraser, Utica, N. Y.; sixth, $5.00, 
Stanley’s Clothes Shop, Pittsburgh, Pa.; seventh, $5.00, Bob 
Dulaney, Reading, Pa.; eighth, $5.00, A. Taylor Lord, Lord’s 
Men’s Shop, Binghamton, N. Y.; ninth, $5.00, Joe Vaughan, 
Kansas City, Kan.; tenth, $5.00, The Cavalier Shop, Jackson- 
ville, Fla. 





WAHL CONTEST CONCLUDED 

HE window display contest conducted during the sum- 

mer by the Wahl Co., makers of Eversharp pencils and 
Wahl pens, has been concluded and prizes have been awarded 
to three astute exploiters of the window. The first prize of 
$25 was taken by the Plankenhorn Stationery Co., Williams- 
port, Pa.; the second went to Gregaory, Mayer & Thom Co., 
Detroit, and the third was captured by Ely’s Drug Store, 
Beloit, Kan. 

The object of the contest was to play up the interchange- 
ability of nibs demonstrating to the potential customer th: 
fact that no matter what pen he bought he could always ob- 
tain a point to his liking. This idea was brought out strik- 
ingly by the Plankenhorn display which revealed a tableau in 
three scenes showing a clerk and customer in the sales pro- 
cess. The customer’s preference for a given point and a 
givn pen was brought out in a series of cards which oxt- 
lined the dialogue between the two principals. She liked 
the point in one pen and a pen with another point azd the 
cards demonstrated how the clerk met the situation. The 
customer’s reaction was that the store was able io adjust 
its wares to the patron’s preferences. 

The second prize trim was a conventional pen display 
before a background formed by a group of mul:i-pa-eled 
screens. Mrs. Ely, trimmer of the third prize entry, covered 
her floors in coral satin drapes. Two units of jewe!ry were 
displayed on each side of a dealer help centerpicce before 
which Wahl pens were shown. 

A new contest follows fast on the heels of the com- 
petition just wound up. This will be known as the “Gift 
Widow Contest,” designed primarily for Christmas displays, 
although other fall holidays as well as school openings, etc. 
are included. Special display material has been prepared for 
the campaign and will be supplied to dealers without charge. 
Prizes will be: $25, first prize; $15, second prize; $10, third 
and $5 fourth. Snapshots will be accepted in lieu of com- 
mercial photographs. Entries are to be made to the Editor, 
Eversales, The Wahl Co., 1800 Roscoe Street, Chicago, III. 
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This display was awarded Fifth Prize in the International Register Company Window Display Contest, at the 1929 
Convention of the International Association of Display Men. 


A Gulawl Production 


and the material used was---Old Felt! 


M. H. Luber, Display Manager for 
The’ Killian Company, Cedar 
Rapids, Iowa, was in a quandary. 
A holiday was approaching and a 
special window display was needed. 
Nothing at hand seemed quite ap- 
propriate for the occasion. What 
to do? 

Then, happening upon some old 
felt, the idea came to Mr. Luber to 
use it. This was Tuesday noon. 
That same afternoon the display 
was finished, and on the following 
morning it was installed. Quick 
work, you'll agree. And note this— 
to the Cutawl goes credit for quick, 
accurate cutting. It met the emer- 
gency. 

What Mr. Luber Has to Say 


“The design was first drawn on 
cardboard and tacked over four 
layers of felt the design being 
drawn the full length of the felt. 
After cutting with the Cutawl we 
sprayed the back of the felt with 
lacquer which dries very quickly. 


In fifteen minutes it was dry enough to give it a bronze 
finish. The lacquer and bronze stiffened the material, thus 


keeping it from flopping.” 








MODEL K6 CUTAWL 


Portable; compact; powerful; deep cutting; 
accurate cutting; quickly adjustable. 





For cutting signs, screens, fanels, floor 
blocks, valances, ledge pieces, stencils, 
cornices, bases, flower designs, mannequin 
cut-outs, etc. 








This obligates you 


How Can the Cutawl 
Help You? 


This marvelous cutting machine, 
which Mr. Luber and hundreds of 
other displaymen find so valuable in 
their work, will also enable you to 
produce signs, displays, back- 
grounds, etc., in a fraction of the 
time that laborious hand-cutting re- 
quires. No matter how delicate or 
lacy the design, or how bold the 
treatment, with the Cutawl a new 
deftness and an amazing accuracy 
is yours—plus a speed you did not 
think was possible. It is wholly self- 
contained; entirely portable; cuts 
in any plane—horizontal, vertical, 
or oblique and is adaptable for 
sawing as well as cutting. 


Send for Our New 24-Page 
Illustrated Catalog and 
Details of Our 10-Day 
Trial Offer 


in no way; on the contrary, places be- 
fore you essential facts about a cutting tool that is making 


reputations and increasing incomes for many. Write today. 





THE INTERNATIONAL REGISTER CO. 


13 SOUTH THROOP STREET 


CHICAGO, ILL., U. S. A. i 

















One of the six new backgrounds by Alexander 
Archipenko at Saks’ Fifth Avenue. 


EW YORK is again its own colorful, inspir- 
ing, dynamic self. The summer months, for 
all their ingenious travel and beach displays, 
tourist invasions and Coney Island ballyhoo, 

always seem hopelessly drab and listless. It iakes the 
invigorating chill of the first drop in temperature and 
the impetus of fall fashions, plus the launching in 
earnest of the new theatrical season, to give New 
York its inimitable personality. 

High-spots of September included: The installa- 
tion of six new backgrounds (designed by Archipenko 
for Saks’ Fifth Avenue); the exposition of window 
displays by the Dennison Manufacturing Co. at the 
Art Center; the anniversary celebrations by Arnold 
Constable & Co., Hearns, Bloomingdales and Bedells ; 
a series of stunning displays by Cory for Franklin 
Simon & Co.; an ultimate version of “the window 
within the window” idea by Biggs at Stern’s; the 
ultra-modern home of Stewart & Co. at, Fifty-sixth 
and Fifth Avenue, which is nearing completion for an 
October opening. (More details next month. We 
nominate it for the year’s architectural prize); to- 
gether with a general “pepping up” in the displays of 
other stores. 

Saks again does the unusual and gets itself talked 
about. At dinner, at the theater, on the street—wher- 
ever one collides with acquaintances—a leading ques- 
tion is: “Have you seen Saks’ new windows?” We 
have! They are six in number and bear the signature 
of Alexander Archipenko, prominent modern sculptor. 
He describes them as a “decorative structure employ- 
ing rhythinic architectural motifs.” Other than the 
fact that they are of an aluminum alloy treated 
with cloud-like highlights, it is scarcely necessary to 
describe them. The accompanying illustrations are 
sufficient spokesmen. In several, a small sculpture 
serves as an ornamental overture. These were also 
created by Archipenko. In fact, an exhibition of 22 
examples of his work, both sculpture and ceramics, 
is now being held at Saks. It may be rernembered 
that Archipenko attracted attention last season with 
his machine, Archipentura, which was exhibited at the 
Anderson Galleries. He has now definitely cast his 
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‘Displaymen 


New Backgrounds at Saks’ Fifth Avenu 

Catch Eyes of Window Critics As Well As 

Crowd’s; Anniversary Celebrations Spring Up 
On All Sides 


By COLEMAN McCAMPBELL 


hat into the window display ring. The results may 
prove exciting. 

For their 103d anniversary celebration, Arnold 
Constable & Co. have followed their custom of his- 
torical contrast. This year, however, Arkow has 
used silhouettes instead of actual period costumes. 
Also, he has experimented with a different color con- 
trast between setting and modern apparel in each win- 
dow. The silhouettes of former-day costumes occupy 
a central position and are on panels supported with 
curved and block wing units. This architectural ar- 
rangement, entirely covered with felt of varying tint 
shades, is placed against new permanent backgrounds 
of a silver lustre-sheen, a Du Pont fabric. Mannekins 
with a peach bloom finish are displayed wearing new 
fall creations. The silhouettes are cutouts of black 
felt, high-lighted with white to emphasize details, and 
appliqued on the panels. The separate windows depict 
a fashion lapse of 20 years, bridging the period be- 
tween 1827 and 1929. In one front window, the color 
scheme embraces tones of yellow and orange with the 
silver wall as a foil and black and white apparel for 
contrast. The displays were executed in the store’s 





Another of the Archipenko series showing the 
diversity of his designs. 
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mav : ri Chicago aftords the most complete Display Equipment and Decoration Market in the 
TEE ' World—Time and money may be saved, and the best that decorative genius creates can 

onda be obtained in Chicago at prices that can not be duplicated—quality considered 
his- 

has BOTANICAL DECORATING CO. THE KOESTER SCHOOL 
mes. 319-27 W. Van Buren Avenue 314 S. Franklin Street 

con- Artistic Decorations and Artificial Flowers Display and Card Writing Instruction 
win- 
cupy | 
with CHICAGO CARDBOARD CO. PAASCHE AIR BRUSH CO. 
l ar- = 664-670 Washington Blvd. 1902 Diversey Parkway 
- tint Art Poster Card and Mat Board Air Brushes and Air Painting Units 
unds 
ekins , 
new CORNELL WOOD PRODUCTS CO. § REFLECTOR & ILLUMINATING CO. 
black 307 N. Michigan Avenue 1417 West Jackson Blvd. 
and Cornell Wood Board | Lighting Equipment for Show Windows 
lepict ' | 
1 be- 
color CURTIS-LEGER FIXTURE CO. G. REISING & CO. 
ithe 239 W. Jackson Blvd. 229 \. Austin Avenue 
4 hes Wax Figures and Display Fixtures Better Decorative Flowers 
fore’s hai laa ence ss 
INTERNATIONAL REGISTER CO GEO. E. WATSON CO. 
13 South Throop Street 164 W. Lake Street 
“CUTAWL” Decorative Cutter | Lettering Brushes and Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended tc progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce 
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Simplicity 
as an ally. 
Jay Corry blazes 
the way in new 
backgrounds 
at Franklin 
Simon's, 
New York, 


own studio, which has been remodeled and enlarged— 
including executive offices, art and production depart- 
ments and large storeroom. Concomitant with their 
103rd anniversary, Arnold Constable have opened a 
new addition which doubles their floor space. Hearn’s 
also celebrated their 102nd anniversary by tracing the 
histery of costumes since 1827. They accomplished 
this with a group of ten mannekins. Gimbel’s, with 
87 years te their credit, relied on vivid screens of red, 
black and white, symbolizing the bridges, elevated 
lines and skyscrapers characteristic of New York. 

Mention crepe paper and the average person thinks 
of soda fountains, drug store windows, Hallowe’en 
parties, convention auditoriums and fancy dress cos- 
tumes. But the Dennison Manufacturing Company 
have set out to demonstrate’ that crepe paper can 
achieve display backgrounds as smart and modern 
as when other and more expensive materials are em- 
ployed. After viewing their delightful exhibition 
(Sept. 16-26) of windows at the Art Center, you are 
inclined to agree that they have proved their point. 
This is particularly true of those windows devoted to 
toilet accessories. They have an authentic simplicity 
and directness of approach, combined with clever 
vividness in arrangement—~achieving fine effects in 
sombre shading and geometric contrasts. The win- 
dows were created by expert designers for leading 
national advertisers. The purpose of the exhibit was 
to demonstrate the display possibilities of crepe paper 
and Decosheen. 


SIMPLICITY ever proves display’s most forcible 

ally. Biggs at Stern’s and Nelson at Best’s have 
been two of its most successful exploiters. Now along 
comes Cory at Franklin Simon’s. In the past few 
weeks he has been doing amazing stunts with sim- 
plicity as the keynote. First, the wave-like back- 
grounds, formerly a cloud-gray, have been tinted a 
softly vibrant tan. This brings the wave-formation 
into bolder relief and suffuses the windows with more 
light. In the center of these bankgrounds, where 
they recede, Corey recently put tall rectangular panels. 
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Tall rectangular 
panels, 
airbrushed, 
boldly decora- 
tive, are shown 
against the ola 
wave-like backs 
now tinted tan. 


These ran the entire height of the window and were 
air-brushed, boldly decorative in design and color 
Against them he exhibited a solitary mannikin, adroit- 
ly posed, with a minimum grouping of accessories. 
The result was arresting—smart and sophisticated. 
This week he has installed two bridal windows that 
have the sidewalk almost blocked. In the bridal window 
proper, the only mannikin is the bride, carrying a 
few calla lilies. She stands on a two-tier semi-circle 
platform, with a background consisting of panel and 
rigid wing supports. The platform is covered with 
silver-leaf and the panel and wings are of intense 
blue with accents of silver. In a second window are 
two bridesmaids (new Austrian mannikins), costumed 
in chrysanthemum colors. A tall rectangular panel 
of silver-leaf is air-brushed in striking design of blue 
modernistic foilage. 

For several years, a number of Gotham stores 
(notably Sterns and Bests) have toyed with the “win- 
dow-within-the-window” idea for display. In their 
1929 fall bridal series, Stern’s have achieved what, to 
this observer, is the classic rendition of it. You for- 
get you are on the real sidewalk. Instead, you have 
the illusion of being inside the window, viewing win- 
dows in another country, be it Germany or France 
or simply a make-believe country of fashion. The 
interior windows have a front of white stucco finish 
and are set at sharp angles, which give them motion 
While they are not glassed in, silver metal bars simu- 
late that effect. Mannikins are posed outside the in- 
terior windows as well as within some of them. Heavy 
velvet corduroy in stiff pleats form sturdy background 
walls for the interior windows. The corduroy is in 
dark neutral shade. One display shows a bride emerg- 
ing from a shop. In the two small windows, one on 
either side of her, are her wedding gifts. 

Dexdale’s have closed off the top portion of their 
four windows and the surface of this enclosure next 
to the glass has been silvered with the name of Dex- 
dale Hosiery letteréd in blue. The windows proper, 
then, have a sloping roof of frosted glass with lattice- 

(Cont'nued on page 56) 
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their & Go / d. HE photograph represents one of the displays shown at the Con- 
< & asses vention of Window Display Men at the Stevens Hotel in Chicago 


in June. It was in the booth of the Curtis-Leger Company. 
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Display Also Has Its Racketeers 


Questionable Methods of Getting Business Call for Action On Part of 
Legitimate Service Men; Mulcters Must’ Be Bantshed 


3y SOL FISHER 


This is the beginning of a scries of six articles deal- 
ing with the problems of the national advertising display 
installer. Appearing consecutively, they will discuss such 
important issues as system, uniformity, maintenance of 
dealer good will, etc. The author, perhaps the best known 
figure in his branch of the display profession, has buili 
up a successful business in spite of the handicaps which 
~ all display services face, and, accordingly, brings to his 
readers a personal contact and familiarity with his theme 
thal has few counterparts. 


NE of the present-day questions that is being 
discussed in the advertising fraternity is, 
“Shall the window service man or general 
advertiser bring the window display installation 
business to its proper plane and place in the field of 
adveristing?” The attention given this subject is 
caused by the laxity of methods of installation service 
in certain localities and the unusual demand for win- 
dow installation on a national plane. But all can be 
attributed to a certain few installation services who are 
not conducting themselves honestly or earnestly nor 
according to the present business precepts. 

Certain services are promising to cover territories 
without thought of distance. The natural reaction on 
the part of the advertiser is to question the capacity, 
ability and system of the installation service. Can that 
service cover so large a territory systematically? What 
check-up does the installation service make? Do they 
make uniform displays? These questions have been 
propounded to me hundreds of times. The advertiser 
becomes skeptical. 

This laxity of system is applicable to numerous dis- 
play services. If these services would confine them- 
selves to their own territory and adopt some plausible 
system, they would in the long run establish better and 
more lucrative businesses. They would be able to create 
good will with the dealers, and that is without price. 
They would overcome the doubt on the part of the 
advertiser. They wcu!d then be able to get the business. 


Fisher Display Service, Inc., Chicago, Ill. 





Proof thal 
display services 
can produce 
windows of 
outstanding 
beauty. 














It is true that unfavorable conditions exist in cer- 
tain localities: that other services are cutting in on the 
established local services and underbidding on the work. 
But how long can they do it? If they cannot make any 
money at home, how can they make any doing it for 
less in foreign territory? How do they account for 
traveling time and expenses? They must by necessity 
fall down on installation and efficiency. They: must 
cause complaints from the advertisers. Do they realize 
that these complaints reflect on the entire business? 
Time and experience will ultimately prove that such 
practices are unprofitable and dangerous, and, further, 
that no association can stop this sort of practice, nor 
can one be organized for this sole purpose. 

On numerous occasions my company has been ten- 
dered orders to install fifty, one hundred or more win- 
dows just outside of our territory, and on each such 
occasion came our refusal. My company canot follow 
the usual system of booking windows outside our terri- 
tory. Again, if we did book the windows, we would 
have no system of installation. It would become neces- 
sary on certain days to send a trimmer with only two 
or three displays, and on other days with more trims 
than one man could properly handle. Then, after all 
is done, we would have no definite and convenient way 
of checking the installations. 

About twelve years ago I had my fling at this very 
thing. I found that it did not pay, and that it occa- 
sioned an unusual expense of time. I, therefore, con- 
fined myself to my own territory—developed it, created 
good will with the dealers to the extent that our busi- 
ness has increased twentyfold in the last five years. 


OW let us see what these practices cause. The 

skeptical national advertiser, knowing your weak- 
ness, asks, ““To whom shall I give my installation busi- 
ness? There are three or four services covering this 
territory. I need installation there and I do not know 
which one is most efficient.” Mind you, he is looking 
for good, conscientious installation service at a fair 


One of the 
Pinaud displays 
installed by the 
Fisher Service 

in a recent 

campaign. 
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And here is 
evidence of 
«bility to offer 
an endless 
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A toilet goods 
trim, but it bears 
no resemblance 
to the decoration 





variety of 
designs. 










price. He inquires, and in several instances, which I 
shall presently illustrate, he stumbles on a promoter 
who promises anything and everything just to get the 
contract. The promoter’s job is merely listing the 
uames of the services from coast to coast, promising 
them work throughout the year and thereby securing 
the lowest price. His cut-in is so surprisingly large 
that two such deals a year will net him a good income. 

An example of the operations of a promoter has 
just been called to my attention. A small company 
operating a paint process business through personal 
friendship stumbled upon a mercantile firm that was 
in the market for window display material and installa- 
tion on a large scale. Perhaps this paint company 
feared that they would lose out on the dealer’s helps 
unless they could show a system of installation, but 


most likely they saw a chance to “cut-in’’ on some, 


money. In any event, they lined up the services, at tiie 
lowest possible price, upon the promises that more busi- 
ness would be forthcoming. The results were that the 
paint company charged $11.50 for each installation, in- 
cluding the dealer’s helps, which were worth less than 
$2.00. The installation service received something 
between $3.50 and $4.50 per window. The paint firm 
still making a profit of $5.00 on each installation for 
doing nothing. They invested nothing. They did not 
care who did the work. All they were interested in 
was price and profit for themselves. 

In another case the services received the opportunity 
of a lifetime. A house-to-house distributor chanced 
upon an account for national installation. He accumu- 
lated the names and addresses of the services and sent 
them the following form letter, in substance: 

“IT am a National Installation Service, and I have 
selected your service to represent me in your locality, 
and I can give you all the work that you can possibly 
handle, if you will take it at this certain price.” 

How could the services pass up this opportunity ? 
This racketeer made over ten thousand doliars on his 
first and last order, but he was so swamped with com- 
plaints from the advertiser that he closed up. This 
racketeer represented to the advertiser that there was 
a national association of services and that you who con- 
tacted with him were members of that association. 
Undoubtedly, the complaints of faulty and poor instal- 
lation that forced him out reflected upon the ability and 






seen in the 
Pinaud window. 





character of service of you who contracted with him. 

I cannot see how one can afford to even consider 
the so-called national services that have no financial 
backing, that have no personnel, and, above all, that have 
not the good of the profession at heart. I cannot see 
why services contract upon a flat rate basis when 
there are so many various ways of installation that vary 
greatly in cost, or why they do not inquire into the 
rating and reputation of this national service as you 
would that of an advertiser. You yourself are to blame, 
and you are permitting yourself to be beguiled. If you 
continue supporting these racketeers you are digging 
your own graves. You are forcing the advertiser to 
look for other methods of installation. 

DO not mean that a national installation service is 

impossible, but, to the contrary, is possible and very 
necessary to cope with the extraordinary expansions ot 
the installation business. Nor do I mean that aii 
national installation services are racketeering and in- 
veigling us. In fact, one national service has invested 
ever thirty thousand dollars lining up the various ser- 
vices. They guard their reputation and good will as 
you would yours. They select their installation services. 
They work on a very small percentage of profit, thus 
making national installation possible and more attrac- 
tive to the advertiser. I know this particular organiza- 
tion has our problem at heart. 

Few of us realize the youth of this business of in- 
stalling window displays. Yet we know that it has 
increased enormously in the past few years. and also 
that the actual mechanical installation is far superior 
at present than it was a few years ago. It is, therefore, 
my opinion that we service men have all we can do to 
concentrate on our own territory. 

My next article will pertain to uniformity of in- 
stallations, examples of which are illustrated. These 
windows have been designed and installed by Fisher 
Display Service, Inc., of Chicago. 





MERCHANDISING EQUIPMENT EXPOSITION 

The recently announced merchandising equipment Expo- 
sition, 1412 Broadway, New York City, is now open. The 
opening announcement indicates that a representative num- 
ber of lines of merchandising and display equipmet is to be 
found attractively displayed, these consti‘uting the products 
of sixteen concerns. Retailers and displaymen are cordially 
invited to visit the exposition wher “1 the New York market. 
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A junior trim installed for the opening of the new 
store. The battery of display spaces is four blocks 
long. 


ABLE CARS jangled as they slued around 
the curve from Pike Street to begin their 
ascent-of the Second Avenue hill. Pedes- 
trians jumped off the track for their lives. 

passengers grabbed frantically for their hats. Plod- 
ding horses became suddenly skittish as the clanging 
vehicles moved by. Now and then a vagrant cow 


stopped in the middle of the tracks to nibble a tuft 
of grass placidly unaware that it was obstructing 
traffic. 

On the corner, 
threshold of the newly built store building as they 


ladies in long skirts swept the 


moved in and out. This was Seattle in 1900. The 
store was the Bon Marche, just moved from its old 
location in Bell Town to what was the margin of the 
Seattle business district. 

Now, twenty-nine years later, the Bon Marche has 
moved again, this time to its fine new home at Pine 
Street, Third, Fourth and Olive. Its history parallels 
a community history, startling even for the West. 
Sometimes you will find a store which the people of 
a city have chosen for special favor, which they have 
molded according to their own desires, and which 
they have raised to the level of a civic institution. 
Sucii a store is the Bon Marche. In the short space 
of thirty-nine years the people of Seattle have trans- 
formed it from a tiny dry goods store to one of the 
great retail establishments of the West. Like every 
business which has had such extraordinary growth, 
there is a story behind the Bon Marche. It begins 
in Paris in the seventies. The Louvre, that solid old 
French store, had a new boy—a boy to carry packages 
to carriages out in front, to run to the stockroom and 
to do errands for those exalted individuals, the clerks 
in smart frock coats. 

On the left bank of the Seine was the establish- 
ment of Monsieur and Madame Boucicault. It seemed 
as if the name was on the tongue of all Paris. One 
day the boy went to see it. There was a brass name 
plate beside the door, “Bon Marche.” He entered. 
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A New Home for the 


Bon &¥arche 


Seattle Store Abandons Outgrown Structure 
for Palatial Structure Covering An Entire 
Block 


By EDMUND S. MEANY 


(From a booklet celebrating the opening of the new Bon Marche) 


It was as if the Madame and Monsieur, the owners, 
greeted you, there was such a friendly atmosphere 
about the place. It met you at the door, it followed 
you as you wandered down the broad aisles. It hov- 
ered over every counter. “Some day,” he said, “TI will 
have a store. It will be a store like the Bon Marche, 
so friendly and so willing to serve that people will 
think it more their store than mine.” 

The boy was Edward Nordhoff. In 1876 he came 
to America. He went to Chicago and eventually se- 
cured a position as floor walker in that great and 
flourishing department store, Marshall Field & Co. 
Intelligence and willingness to work brought him ad- 
vancement and recognition so that soon he became the 
manager of that one-time popular priced store, Wil- 
loughby & Robie. But hard work and long hours 
exacted their toll. His health suffered . Edward 
Nordhoff had always had an ardent wish to go West. 
He had heard stories of this vigorous new country 
and now that he wished to seek health as well as 
fortune he and Mrs. Nordhoff decided to go. They 
arrived in Seattle early in the Spring of 1890 and 
looked around for-a means of livelihood. There ap- 
peared to be an opportunity for a dry goods store in 
Bell Town, which, many persons at that time, thought 
was destined to become the business center of Seattle. 
It seemed a chance to gratify Mr. Nordhoff’s life- 
long ambition for a store of his own. On the third 
of May the Nordhoff’s opened a store in Bell Town. 
Of course, they called it the “Bon Marche.” 

Starting on a capital of $1,200, which was and is 
the capital investment of the Bon Marche, Nordhoff 
drove his store along from this small beginning to a 
sturdy institution. It was a period of long, hard, try- 
ing labor with economic conditions far from satis- 
factory. Soon the financial crash of 1893 was en- 
countered and it was then that Nordhoff proved his 
astuteness as a merchant by introducing pennies to 
Seattle. Before this time the smallest coin in common 
use was the nickel. By instituting odd penny prices, the 
Bon Marche was made the mecca for shoppers who 
felt the need of saving a few coppers on their pur- 
chases. Soon R. G. H. Nordhoff, a brother, was sum- 
moned from Buffalo to aid in pushing the store’s ad- 
vance. But Edward Nordhoff did not survive to see 
the culmination of his dreams. Hard work and disre- 
gard of health brought an end to his career. His 
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Backgrounds are varied, enabling the display man- 

ager to obtain a wide range of effects. Note the 

caenstone here as opposed to the wood back in the 
opposite showing. 


brother and widow assumed the reins and later ifrank 
McDermott became president. 

In 1900, the Bon Marche moved to Second and 
Pike Streets, squarely in the path of the forward 
march of Seattle’s business district. This was a one- 
story building with a sixty-foot frontage. In 1905 
it was found necessary to build a three-story building 
over the one-story affair. The next year another 
story was added. Next another building was incor- 
porated into the store. In 1910 the rest of the block 
was absorbed and in 1912 the Bon Marche was com- 
pleted with six stories, as it has stood for seventeen 
years. Linked with this advance is a tale of close 
cooperation with community advancement, leadership 
in inaugurating acquisition of new industries for the 
city, sponsoring of Northwest products. In most of 
the movements for community improvement and 
strengthening of the city’s economic situation, the 
Bon Marche has been active. 


HE new Bon Marche covers a full city block. Nine 

customer entrances have been provided. The 
building measures 250x360 feet and provides more 
than twelve acres of floor space. There are five sell- 
ing floors, including the bargain basement, under 
which is a series of sub-basements for stock and for 
heating and ventilating which reach the unusual depth 
of sixty feet below street level. Above the fourth 
floor, the highest selling floor, are three lofts for 
elevator machinery, shops and auxiliary store serv- 
Ices. 

The first floor of the new Bon Marche presents 
a delightful panorama of everyday needs. Always 
more or less heterogeneous in its array of goods, it 
includes all those things shoppers want to buy easily, 
perhaps hurriedly. One finds drugs and toiletries, 
children’s underwear and hosiery, boys’ clothes, a 
circulating library, women’s gloves, handkerchiefs, 

(Continued on page 41) 
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ELEKTRA---The Newest Creation ‘for 
Yuletide Derorations 






























Design No. 65—48 x 32 in. 


Design No. 60—48 x 32 in. 
—Decorated in 6 colors 


Decorated in 6 colors 





Design No. 55—48 x 32 in. 
Decorated in 6 colors 


Design No. 90—48 x 32 in. 
Decorated in 7 colors 


These display and decorative units will impart 
the Christmas spirit to your show windows and 
store interior more effectively than heretofore 
possible. 


They are processed in six or more colors, 
achieving colorful effects so essential for the 
holiday season. Shown above are four of the 
stock designs—others are equally attractive. 
Furnished plain or completely wired for elec- 
trical illumination. All are very reasonable in 
price. Electrified if you wish. 


Write at Once for Descriptive Literature and Prices 


Elektra Department 
BUCKBEE MEARS CO. 


ST. PAUL, MINN. 
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Yellow, Gold and Buff Are the Sunshine Colors 
and If Used on Walls and Ceilings Bring to 
Interiors Something of the Joy of the Open. 
Green Is the Hue of Nature and Its Benefits 
Are Measured By the User’s Capacity to Shade 
It to His Age Level. It Is Restful to the Eyes 
and Inspires the Literary and Imaginative. 


By J. E. SIMONS 


Instructor in Decoration, Portland, Ore. 
(In Collaboration with Elvera C. Hustead, Interior Decorator) 


Arrangements have been completed to enable readers 
of DISPLAY WORLD to secure Dr. Simons’ advice 
on their color prblems. In the November and subse- 
quent issues he will answer inquiries that reach him in 
the interim between publication dates. If you have a 
setting, interior display, or exposition decoration on 
which you would like to have expert counsel, Dr. Simons 
is at your service, without charge. Address your request 
for information to Dr. J. E. Simons, care of DISPLAY 
WORLD, Cincinnati, Ohio. 


H1E middle color of the primaries, yellow, ac- 

‘cording to Helmholtz, is derived from the 
German “gelb” and the Latin, “galbus” and 
is related to “yolk” and “gold.” 

The vibratory speed of yellow is about half that 
of red, which is the ray of the longer wave length and 
the two might be compared to the rabbit that jumps 
(this would be the red ray) and the toad that hops 
(the yellow ray). 

Yellow and orange are the colors of youth and 
wholesome activity and are splendid colors for the 
growing person to use. Yellow is neither exhilarat- 
ing nor depressing, but allows a free, easy action 
while orange, which is yellow with a little red added, 
is good for the child that is perhaps a little slow, 
compared with his playmates. 

This is a color that has found little place in medi- 
cine, due primarily to the fact that it is such a peace- 
ful and even-tempered color. It refuses to excite and 
cause the reactions that are looked for in all medical 
practice. It is what might be called a non-irritating 
color and is highly recommended to promote normal 
growth. When used with more mature persons, it is 
the color productive of slothfulness and should be so 
combined with other retroactive colors or light speeds, 
that it will lose, to some extent, its properties of self- 
satisfied, peaceful calm. However, this color is a 
good color and may be used under any circumstances 
if rightly balanced with the other combinations. Yel- 
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low is not a good color for the sick room, especially 
in fever cases. All modifications of yellow, such as 
tans, and warm taupes, biscuit colors and on down 
through the whole color range, are practical, every- 
day colors and good for general use, when toned up 
or down with opposing color vibrations. 

Yellow may be used without restraint, but, of 
course, judgment based upon observation will be pro- 
ductive of best results. This vibratory speed is tem- 
porarily exciting, but the after effect is the opposite. 
It has a dual personality and with some persons, it 
will be productive of energy and elegance and with 
others the result will be a feeling of self satisfaction 
and contentment to the extent of laziness. This 
should be carefully noted, especially with children, 
and the:r surroundings and wearing apparel planned 
accordingly. 


O EAT for health, we demand a variety of good 
wholesome foods and a variation from day to day 
and the same is true in dressing or in decorating. 
Yellow is the color of self satisfaction with the ig- 
norant and the color of self reliance and confidence 
with the intelligent. Traveling through Old Mexico, 
you will find that this color is the choice of the female 
Mexican peon, who is the embodiment of laziness and 
is satisfied to live with the hog and flea-infested house 
dog. She is absolutely devoid of the least spark of 
energy. To see a fat woman dressed in bright yellow 
is one of the sights common down there and it is really 
amusing in that country with that type of individual; 
but, in this country, where white skinned people pre- 
dominate, to dress a robust girl in bright yellow, or 
to have her room with yellow predominating, would 
not be amusing—it would be simply pathetic. Yel- 
low and orange shades are both good, and with the 
proper touches of trimming, enhance the stateliness 
and beauty of the slim figure. To be used in the room 
and with the things surrounding a person of this type, 
it is a most excellent background. Of course, it must 
not be taken for granted that just because a person 
is of a slender physique, that yellow will be becoming 
—the complexion and color of the hair must also be 
taken into consideration. 


YELLOW , gold and buff are sunshine colors and if 
used on walls and ceilings in appropriate tones, 

bring to the inside of the house something of the joy 

of the sunshine, as we see it on fields and woods. 
Yellow, the lightest of colors, stands next to white 


in its brightness. It also typifies light, although a 
light of lesser purity and unity than white. It is used 
in some Christian services as an alternate of white. 
It is the symbol of gold. As yellow is the lightest of 
colors, so gold is the noblest of metals. Gold was 
said to be the son of the sun and silver was to the 
moon as gold to the sun. Yellow signifies divine love 
enlightening human understanding. In China it was 
the imperial color. Orange is regarded symbolically 
as modified yellow. In its sinister sense, yellow signi- 
fies meanness, treason, deceit. The term, “a yellow 
streak,” is used in this sense. 

The yellow or gold color was the emblem at one 
time of the Order of the Golden Fleece. This order, 
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in the days of its existence, was composed of the in- 
tellect of the nations and the elite of the clerics of the 
times. 

You may readily see that yellow is what may be 
termed a composite color—a color with a double per- 
sonality, or, rather, allowing a dual personality to 
exist under its influence, because of its lack of vi- 
bratory character. It is like the statement of one of 
the Apostles, when he said—“Being lukewarm, neither 
hot or cold, therefore I will spew thee out of my 
mouth.” This reminds me of the story of the tramp, 
that asked the lady for food. She took him out and 
showed him the pile of wood that he was to cut 
before she would feed him. He walked over to the 
pile and picked up the ax, which happened to be one 
of the double-bitted variety, (or with the blade on 
each side). As he looked the ax over, he said to the 
lady. “None of the neighbors around here like you, 
do they?” She answered, “No, they don’t—but how 
did you come to find it out.” “I can tell by the ax,” 
he said, “its like its owner—two-faced.” This will 
clearly give you the color character and quality of 
yellow. 

Using the vibration of the light ray for the curing 
of physical ailments is meeting with greater degrees 
of success than with any other known method. Phy- 
sicians have found that this new therapy is of almost 
unbelievable benefit in the treatment of nervous pa- 
tients. Those of the profession who have devoted 
time to research into the realms of color have dis- 
covered that it has a place in the prevention as well 
as the cure of physical and mental ailments. Dr. 
Wade tells us that yellow makes us calm, satisfied 
or even sluggish. Dr. Ponza of the insane hospital at 
Alexandria, Italy, states that cold, paralytic and 
chronic conditions were relieved by the use of yellow, 
but this color was found to be harmful in the case of 
fever, resulting in acute inflammation and delirium. 
When melancholia patients were placed in a yellow 
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Evergreens are rapidly approaching the popularity of grass mats in supplying outdoor atmosphere. 
Here North Ridge pines are used in this mapiner with men’s wear. 








room, they became morose. Orange, a combination of 
yellow and red, suggests sunlight. It is health-giving 
and mildly stimulating ; hence this color in its various 
shades and tones is the ideal color for the home library 
or the private business office, but if used to excess, the 
same as would be true of any other color, its influence 
would not be beneficial. 

White light has a vibratory speed of 5500/250,000.- 
000 vibrations and covers a distance of 186,000 miles 
a second. A variation from this speed of vibration 
produces in the mentality an action we term color. 
A speed of 500 vibrations faster than white light or 
6000/250,000,000 vibrations a second is recognized as 
yellow. A speed of 1000 vibrations faster than white 
light, or 6500/250,000,000 vibrations a second is recog- 
nized as orange. 


REEN, our next color, is the color of the wide-open 

spaces—the color of the great out-of-doors. It 

is almost always a safe guess that when you see a 

lady dressed in a green evening gown that she is a 
lover of nature. 

This is a wholesome color and especially good for 
young persons. The tones may of course be lightened 
as the age in years decreases. To illustrate we will 
presume that the 16-year-old might wear a normal 
shade of green, the 12-year-old would naturally look 
better in a lighter hue, the 5-year-old would be more 
appropriately dressed in just a tint of this color and 
the baby’s dress should have the merest suggestion of 
color. You will find this is true in nature. If you 
have noted in your botanical studies, the growth in 
the embryo state has the most delicate colorings—the 
sprout takes on a little more color, then the young 
leaf is tinted with green that gradually increases in 
color depth, corresponding to its growth having its 
maximum color value at maturity. This is not true 
of green only, but is true of all of the colors. If the 
buyer has made the common mistake of selecting a 












































garment of too intense color value for the age of the 
prospective wearer it is possible for the display man 
to make a correction by placing the garment upon a 
mannequin of the proper size, but with a more ma- 
tured form and expression. 

People who have a natural fondness and a choice 
for this color are imaginative, visionary and have 
literary traits. This type of person will notice the 
color of a flower along the highway when the blatant 
billboard would be passed by unnoticed. 


According to Helmholtz, “green” is from the 
same root as grow, being the color of growing vegeta- 
tion. 

Green is a combination of yellow and blue and for 
that reason it will have the characteristics of both of 
these colors, as a child would inherit certain qualities 
or peculiarities that might exist in either parent. Blue, 
being cold and inactive, is quickened by the warmth 
and softness of the yellow, producing throughout all 
nature that color which is indicative of rest. 


This was the favorite color of Ella Wheeler Wil- 
cox and it was when amid these green surroundings 
that she received the inspiration for her lyrics, for 
under no other environment could a mind evolve the 
mental gems which are to be found in her poems. 
Longfellow wrote most of his work beneath the vines 
of an arbor and it seemed to be due to the peaceful, 
spiritual qualities of the light shadowed with green 
that made it possible and easy for the brain to follow 
along connected lines of poetic thought. Mozart 
favored this color to such an extent that it is said 
that he feared evil bodings were present in the ab- 
sence of green about his person and if it were impos- 
sible to wear a bit of this color, he would carry a 
piece of something green in his pockets, just as we 
would carry a good luck object with us today. 

Green—the color of nature—is a color that may 
be used in combination with all other colors. It is 
very restful to the eyes, hence, we use it extensively 
for eye shades. Nature employes it extravagantly in 
grass, trees, moss and plants. So abundantly has 
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Male mannequins for men’s wear showings are gaining in favor. 
used by Harry Weinn, Globe Outfitting Co., Los Angeles. 
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The illustration portrays a quintette 


nature supplied this color quality, that it is used spar- 
ingly in interiors and only in modified tones. A touch 
of this color here and there is good—a stripe in the 
drapery, a leaf design in the rug; or a potted plant 
or cut foliage is essential in the artistic make-up of 
the well-decorated home. 

Green and blue are closely allied in their signifi- 
cance. The same word, was often used by the ancients 
to signify deep blue, green and steel gray. The term 
is used by the Japanese for blue and also for green. 
Green signifies growth, life and hope and in its evil 
sense, jealousy is typified. Green partakes of the hap- 
piness of yellow and the quiet and distance of blue 
and is partly explained through the fact that blue is 
the color of the sky, yellow the color of sunlight. 

William Beebe thus describes green: 


“When I have left behind the world of inharmon- 
ious colors, of polluted waters, of soot-stained walls 
and smoke-tinted air, the green of the jungle comes 
like a cooling bath of delicate tints and shades. I 
think of all of the green things I have loved—of mala- 
chite in matrix and table-top of jade, not factory-hewn 
baubles, but age-mellowed signets, fashioned by lovers 
of their craft, and seasoned by the toying yellow fin- 
gers of generations of forgotten Chinese emperors— 
jade, as Dunsany would say, of the exact shade of the 
right color. I think, too, of dainty emerald scarfs 
that are seen and lost in a flash at a dance; of the 
air-cooled, living green of curling breakers; of a 
lonely light that gleams to starboard of an unknown 
passing vessel, and of the transparent green of north- 
ern lights that flicker and play on winter nights high 
over the garish glare of Broadway. 

“Now, in late afternoon, when I opened my eyes 
in the little gorge, the soft green vibrations merged 
insensibly with the longer waves of the doves’ voices 
and with the dying odor. Soon the green alone was 
dominant ; and when I had finished thinking of pleas- 
ant, far-off green things, the wonderful emerald of my 
great tree-frog of last year came to mind—Gawain the 

(Continued on page 51) 
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A New Home for the Bon Marche 


(Continued from page 37) 


hosiery and neckwear, the notion counter, trimmings 
and laces, umbrellas, underwear—knit, silk, and rayon 
--cameras, a soda fountain, luggage, shoes, silver- 
ware, stationery and leather goods. 

One of the most unique features is the men’s store 
in the southwest corner of the floor. In this section, 
will be found everything for men. A separate en- 
trance from Pine Street makes it possible for men to 
shop quickly and privately. 

The rapid transit problem in the new Bon Marche 
is solved by moving stairs and automatic elevators. 
The moving stairs will carry eight thousand persons 
up and eight thousand persons down from floor to 
floor comfortably every hour. Automatic elevators, 
arranged conveniently in a circular concourse, move 
smoothly, silently, and quickly to every floor. 

Either moving stairs or an elevator will lift you to 
the second floor, which is called the fabric floor. Here 
the woman whose inclinations favor dressmaking 
rather than ready-made apparel will find fabrics of 
every sort. Here also are the art needlework, bed- 
ding, drapery and rug sections; playground equip- 
ment, sporting goods, toys and a comfortably equipped 
rest room. The men’s clothing department occupies 
handsomely equipped quarters on this floor. 

Again the moving stairs take you to another fas- 
cinating region. The third floor is the fashion floor 
devoted almost entirely to women’s apparel. Here 
the gown shop, beautifully arranged with comfortable 
chairs, lengthy mirrors and exclusive models. Here 
also the racks and racks of dresses, coats and sports 
wear, varied in price to fit the pocket book—all mod- 
ish and of unimpeachable quality. The Junior Shop 
—the Girls’ Shop—the Baby Shop—the Millinery 
Shop are all on ‘this floor, also the luxuriously 
equipped beauty shop and the baby clinic, that up- 
to-date and highly useful institution which has en- 
deared the Bon Marche to mothers for years. 


N THE fourth floor are the furniture galleries, 

handsome and commodious. Here one finds fur- 
niture for every type of home and every type of room. 
A complete music department on this floor includes 
pianos, radios, phonographs and records. A refresh- 
ing tea room and cafe will provide sustenance to the 
hungry shopper, and a pleasant luncheon rendezvous. 

One of the most attractive of the new departments 
of the Bon Marche is the gift shop, on the mezzanine 
floor. From all over the world come novelties and 
dainty things especially suitable for gifts. The prob- 
lem of gift buying is always a perplexing one. In 
the new Bon Marche gift shop it becomes a delightful 
shopping adventure. 

Every structural unit of the Bon Marche which 
could be procured in the Pacific Northwest was 
bought there. Fixtures and furniture were made 
in local factories. The new indirect lighting system— 
which is only surpassed by actual daylight, was made 
in Seattle—and installed by Seattle labor. In design 
and in construction it is truly a Northwestern 
product. 
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Artistic, Sales-Building 
Displays at Low Cost 


Many alert merchandisers are capi- 
talizing the many display possibilities 
of Cornell Boards to secure most 
productive advertising effects in an 
economical way. 


Cornell Boards open up new oppor- 
tunities for the displayman. The 
smooth, strong, grainless sheets may 
be easily sawed, scrolled, or cut into 
shapes to meet the requiremnts of 
any design. The finished pieces may 
be decorated in any of the modern 
ways — with paint, lacquer, water 
colors or any of the new plastic 
finishes. 


Your Local Lumber Dealer 
Can Supply You—Or Write 
Direct to 


CORNELL WOOD PRODUCTS CO. 


307 N. Michigan Ave. Chicago, Illinois 




























DISPLAY 


Steps in the display’s evolution—T op, executing the 

original color sketch which is to serve as the pattern 

for the display; base, construction of backgrounds, 
paiels and bases. 


HY THE MODERN display department? 

... What benefits are derived from such a 
department? . . . How does such a depart- 

ment function? ... Why the outlay for 
equipment necessary to create effective window dis- 
plays? These, and countless other questions are asked 
by various company officials and corporation heads. 

In defense of the modern display department and 
in justification of its presence, this article will en- 
deavor to illustrate, with photographs of the modern 
display studio in action and descriptive data, just what 
goes on behind the doors of the “realm of imagina- 
tion,” for after all, window displays are nothing more 
than imagination presented by clear, concise methods. 

Let us follow a window display from its origin. 
The most essential step, and fundamentally the most 
important, is a clever, attention-getting idea. All suc- 
cessful windows are built around such hunches. This, 
then, places the display department apart from the 
ordinary “window trim,” which: usually mentions 
name and price to a great extent, and invariably em- 
bodies a bizarre over-done layout. 

The following photograph. gives an idea of the 
portion of the display studio devoted to creating and 
laying out the advertisement. A complete color 
sketch, to scale, is made of every scheme. This sketch 
is used for reference during the entire program of 
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How a Modern 
Display Department 


WORLD 


Chunctions 


By STUART BRATESMAN 


Display Manager, New Business Depi., Queensborough: 
Gas & Electric Co., Far Rockaway, N. Y. 


construction, painting and lettering, besides serving 
as a lasting memorandum. These color sketches are 
mounted on a schedule board to denote the current 
position of each display in the company’s windows. 

The next step in the development of a modern 
poster window ad is the rough construction. Using 
the color sketch for reference, the various back- 
grounds, panels and bases are constructed. The scale 
sketch can be readily appreciated at this stage. One 
by two white pine and sheets of wall board have been 
found to be the most durable for this type of work. 

Below is reproduced a view of the studio when in 
this stage of activity. A sturdy work bench, complete 
with a cutawl, occupies the center of the studio. The 
advantage of its central location can be appreciated 
when one considers the fact that some of the sets 
measure 7x8 feet. 

The large areas and surfaces are now filled in, 
and all minor construction completed, using the color 
sketch as a gauge for the right colors and shades. 
Air brush technique is sometimes employed to relieve 
the monotony of hand-painted sets. Using a piece of 
wall board as a stencil, or guide, some remarkable 
effects can be obtained with this method. The studio 
has a large painting stage, a reproduction of which 
is shown below, where all the sets are painted, lettered 
and the art work applied. 

Again using the color sketch for reference, the 


Here we have the completed display ready to set up 
in the modern utility window. 
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Above, the painting siage where scts are painted, 

lettered and the art work applied; base, the paris 

assembled in a dununy window for correction and 
photogrophing. 


poster display advertisement is assembled in the 
dummy studio window for minor corrections and 
photographing, when desired. This dummy window 
is complete in every detail, having window lights, 
background drapes and floor covering. 

The final stage in the life of the poster display ad 
is its assembling in the first scheduled stop through 
the company windows. A display visits all of the 
company branch offices before return to the studio. 

For creating interest, making prospects, and in- 
stilling correct impressions in people’s minds, the 
modern poster window has no equal. Newspaper ads 
embody many of these qualities, but the display goes 
the newspaper one better; it has the useful third di- 
mension for presenting strong effects. When prop- 
erly handled the windew ad becomes a glorified news- 
paper ad, with additional qualtities for effectiveness. 





DAILY CHRISTMAS CARDS 

That show card men are already planning for the 1929 
Cliristmas season is evidenced by the fact that Bert L. Daily, 
Dayton, Ohio, has his line of Christmas display cards ready 
for distribution. Each year Daily puts out a beautiful line 
of Christmas display cards for use of retail establ’shments 
or free lance card men. ‘The cards, which come in a variety 
of sizes are made of a good heavy six-ply stock. Each caid 
carries a Christmas design in four colors which lends the 
spirit of the season to the cards and to the displays for which 
they are used. Daily wili gladly send any DISPLAY 
WORLD reader a circular without cost. 
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__| BEAUTIFY YOUR 
WINDOWS 


With Maharam Fabrics 


These attractive drapes, made in our 
own mills, are unusually beautiful and 
distinctively original in design. Send 
for samples to “The House of Service.” 


MAHARAM TEXTILE CO. 


NEW YORK—107 West 48th St. 
CHICAGO—6 East Lake St. 
LOS ANGELES—656 South Los Angeles St. 
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Window Trimming—Commercial Art—Show Card Writing 
Poster Art—Cartooning—Interior Decorating—Fashion Drawing 


Neville’s School of Applied Arts was founded in 1921, 
and since that time it has grown from a very modest 
beginning to spacious quarters (5,000 sq. ft.) now occu- 
pying the entire second floor of the northeast corner of 


FIFTH & STARK STS., PORTLAND, ORE. 
Just One Block from Leading Department Store District 








RINSHO SAOSIN YWSARYS 


A NEW REVELATION IN COLOR 


A Complete Treatise on the 


SCIENCE OF COLOR 


Its Effects and Application 








A scientific method—mathematically correct and naturally per- 
fect. Will increase the drawing power of your displays by 
pleasing effects of properly balanced colors. 

Get a complete university training in color, condensed to 
practical application. Invaluable to Displaymen and Window 
Trimmers, Architects and Decorators. 


Complete Course of 15 Lessons You Cannot Afford 
to Be Without. 


Postpaid $5.00 
DR. J._E. SIMONS, Colorologist 


P. O. Box 3485, Portland, Oregon 














VALANCE S': 


of Modernistic Effects Mounted on Process Board 
GOLDBERG MFG CO 


Ss. x 
. We furnish Valances all over the world. Letus help you on that problem. 


347 Fifth Ave.,New York S. W. Cor. 6th and Arch, Philadelphia, Pa. 

















Distinctive Miracle | Fabrics Co. 
Display 
FABRICS 


‘ Buy the 
“Mill Center for ‘Modern Way- 
{ 


Display Fabrics” DIRECT! 


Write for Samples 
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Color Cravings Satisfied By 


‘Draping 


Gilded Butterflies for Summer Decoratives, 

Shadow Boxes and Plaque Fixtures Are 

Among the Novelties That Can Be Called 
Into Play 


By JOHN G. McGURK 
Display Manager, John Forbes & Son, Homestead, Pa- 


ABRIC windows yield great opportunities for 
the decorator not only to vary his style, but 
to exercise his ability in framing color com- 
binations. This is a great factor in suc- 

cessful displays and largely determines the produc- 
tivity of the window. 

Last summer I fashioned a huge gilded butterfly 
as a center piece, working it up with roses and ferns 
to suggest relationship to the season. About this, we 
arranged a selection of silk and cotton crepes, shown 
in a fashion ditiering sharply from usual drapes. As 
a result we kindled an interest that increased the sales 
of our fabric department in accordance. Careful at- 
tention was given to colors, exacting pains being 
taken to make the combinations harmonious. The 
butterfiv was spotlighted with a red light focussed 
carefully to prevent spilling of the rays in such a 
way that the color of the goods would be changed. 

In another drape I made the bolt goods up into a 
dress of uncut material adding a collar to produce a 
proper finish. The background was covered with 
green fabric and was draped from a green fixture 
curtain. Accessories were placed on a small table near 
the farm and the same material that was used on this 
was draped from a full bolt on the table. 

A shadow box in the rear of a large window en- 


In a corner screened by drapes McGurk shadow- 
boxed this figure drape. 


October, 1929 


abled showing of a dress formed from bolt material. 
The torm was placed in the opening of the box with 
two electric lamps behind it. A pattern book, scissors, 
thread, pins, bias binding, and a thimble were dis- 
played on a table near the center. A basket of lilacs, 
among them ‘gave seasonable atmosphere. So brisk 
was the demand created by this trim that every bit of 
the goods in the house, including that on the form, 
was sold. : 

Speaking of stocky windows, I recently put in a 
drape ot rayons that exemplified the idea well. This 
window was made up of nine pieces of goods, each 
seven yards long, except that used in draping the form 
and it was ten and a half yards. I use seven-vard 
lengths because three and a half yards is a standard 
dress order and this method avoids production of rem- 
nants. In the center, well up the background, was a 
decorative piece of wall board painted blue and out- 
lined with gold. In the center I placed some flowers 
related to the season. Reminder advertising was 
given pattern books and hosiery by showing them 
near the form. 





sumuner campaign on crepes. 


A wall board, cut out of black and gold in modern 
design, was used as an attraction device for a drape 
executed on two figures which were raised above the 
level of the window floor by a gold-covered platform. 
The fabrics were in tan, and blue pattern books were 
used as accessories and turned to a page which illus- 
trated how the dresses were finished. 

In showing of voiles, I pulled the drapes through 
two large wall board circles that had previously been 
mounted on stands. These constituted the draping 
fixtures and were painted in gold. Balance was 
achieved by flanking light material drawn through 
the fixtures with dark pieces placed at each end. 

By using a small set of lamps on the floor in front 
of a display of rayon voiles I changed the aspect of 
one of my drapes. A large cutout was hung in the 
background and covered with vines and roses. A 
dress made up on a form was fashioned from uncut 
material. 

In the arrangement of merchandise, one essential 
point I try to keep in mind is placement of the goods 
in such a way that passers can get a clear picture of 
all items at a glance. Style and quality constitute the 
foremost elements in merchandise and displays that 
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This different but not difficult drape is anchored to 
the cut-out at the top. 


are so crowded that the items do not stand out sharp- 

ly cannot create a sense of value and “style right- 
%) . 

ness. 


Peace Should ic ‘Anuaiilice Theme 


(Continued from page 18) 





urged, “that this is the tenth anniversary of the end 
of a victorious conflict insuring world wide peace for 
all mankind.” 

At Dayton, Everett Quintrell, display manager for 
the Elder & Johnston Company, installed a striking 
window fashioned in cooperation with the Dayton 
American Legion. A lone figure in military costume 
appeared at the left and a card at the right explained 
the event. Across the center was a group of large 
brass shells with muskets and bayonets as accessories. 
The floor, strewn with fall leaves took on the ap- 
pearance of outdoors, an effect heightened by a bold 
pictorial background in which a rural village and 
the towers of a great city were visible. Above the 
latter a mighty host marched into the sky, a group of 
fighting men led by the Goddess of Liberty. Guns, 
helmets and shells were furnished by the Dayton Post 
of the American Legion. 





NATIONAL .EQUIPMENT BODY FUNCTIONING 

The National Display Equipment Association recently 
closed its charter membership list and starts off with a paid- 
up membership of 34 of the leading concerns in the store 
display equipment industry. 

Before the next I. A. D. M. convention the association 
expects to have between 125 and 150 members, comprising 
practically the entire industry, representing a business of 
several million dollars. 

Now that the charter membership list is complete and 
4 constitution and by-laws have been accepted by the mem- 
bers, the association is ready to get started toward its main 
object which is a plan to be conducted by the research de- 
partment of some university. This research is expected to 
vive facts and figures as to the comparative amounts spent 
by merchants for window advertising and newspaper adver- 
tising, the ultimate object being to make merchants more 
‘window conscious.” 

Information regarding the activities of the National Dis- 
play Equipment Association will be furnished to anyone in- 
terested by the secretary, I..L. Bradford, 178 West Jackson 
Blvd, Chicago. 
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Mannequins 


in all 


leading Stores 
of the 


World 





IMANS Childrea 

Mannequins are a 

sure way to catch 
the Mother’s eye. 





a, 


Women are sometimes cata- 
logued as “catty”—but that 
does not stop them from 
noticing —and admiring—a 
stunning gown worn with ex- 
ceptional grace and charm. 
That’s why Imans Manne- 
quins are successful in dis- 
playing garments. Their 
graceful poses attract atten- 
tion—their nonchalant per- 
fection quickens interest— 
enhances and SELLS mer- 
chandise. : 

Imans Manneauins will create sales for you, too. 
You should know all about them—shou'd have our 
catalogs available. Write and we'll gladly mail them. 


Curtis-Leger Fixture Co. 


Established 1869 
Sole Distribiutors for Pierre Imans Mannequins 
in the U. S. A. 
341 S. Franklin St., Chicago, U. S. A. 
New York Show Rooms: 1440 Broadway 
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How Ray Martin Prepares Backgrounds 


Display Manager for New York Consolidated Gas Company Tells How 
He Fashions Poster Backgrounds 


AY MARTIN is the dean of the public utility 
windowmen employing poster backgrounds 
for appliances and he is entitled to all the 
credit that this distinction accrues. He was 

the first to demonstrate their capacity for endowing 
the bulky heaters, incinerators and kindred utilitarian 
wares of the public service corporation with hereto- 


BE clothes 3 
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of the substances applicable to windows is combined. 
These auxiliaries are selected upon a basis of com- 
patibility with the pending display. Cork will be used 
if it readily harmonizes with the scheme and the sam2 
is true of metals. Tempera colors are used in all 
cases as they have been found to be the most econom:- 
cal for the purpose. 








Martin’s strategy is to pick out an issue of resounding appeal io a mass of prospective buyers and visualize it. 
Here he shows how life-sized photographic cut-outs bolster the. showings. 


fore unsuspected interest. The number of his imitators 
is large, and many of them are virtually as able as 
he, but he was the trail blazer and his work for the 
Consolidated Gas Company of New York continues to 
exhibit the originality and resourcefulness depicted 
in his outstanding innovations. 

Martin declares that wall board is the primary 
reliance of his department in turning out these back- 
grounds. This does not mean that the broad surfaces 
of this sterling fundamental are all that is required 
to develop the superlative displays produced by the 
Consolidated studios. It is generally a mere founda- 
tion with which in the course of a year virtually all 


A completely equipped studio with 5,000 square 
feet of space houses the Consolidated’s display depart- 
ment. In these ample quarters the staff produces nine 
complete displays, each two weeks as well as such 
duplicates as are found necessary. This is a schedule 
that must be maintained constantly and indicates the 
solidity and organization standards of the group. 


ARTIN not only handles the details of his depart- 
ment, but finds time to edit the display organ of 
the American Gas Association. Under his direction 
this little sheet has become a valuable asset to mem- 
bers of the association and their display staffs. He 
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has fought in and out for the last four years to “trade 
up” the display profession in its relation to the gas 
industry and the bulletin reflects his sincerity as well 
as the measure of his research in the digests of cur- 
rent windows which it presents monthly. 

“Your window displays can become a habit to your 
public,” he declares in a recent number. “With a well- 
rounded program of display advertising, any gas com- 
pany can place itself prominently in the eyes of the 
public. Today, with every store up and down the 
street struggling to make its front the most attractive, 
the mediocre display gets little or no attention. You 
can hardly afford to have your windows considered 
mediocre, especially when there is little or no reason 
for it. On the other hand, it is not a giant task to 
make people say, ‘Have you seen the gas company’s 
window this week? It’s the cleverest thing.’ 

“The best salesmen, the cleverest of newspaper ad- 
vertisements and the most conscientious service de- 
partment, all need the assistance of interesting and 
forceful window display advertising. 


LLITERATION or the repetition of the same 

initial in closely succeeding words can be, and 
usually is, musical or euphonic. After the eye has 
been attracted by a repetition of letters, it is only 
natural for the reader to repeat the words to see if 
they are as pleasing to the ear as to his eyes. Imme- 
diately we have accomplished that which we desire. 
We have caused our reader to repeat our catch phrase 
and if our copy is carefully prepared, the desired 
message is driven home. 

“Call such an eye and ear attracting practice by 
any of its names—‘catch phrase,’ ‘jingle,’ or ‘slogan.’ 

“Large manufacturers spend huge advertising ap- 
propriations to popularize trade slogans and names 
that are synonymous with their product. By careful 
thought we coin phrases to serve our need without 
borrowing those already in existence. 

“Occasionally we see use made of ‘swipes,’ but 
when we read such an advertisement we invariably 
find our minds referring back to the cigarette or 
cough drop of the original and rightful owner. Don’t 
borrow a slogan—create one.” 





Christmas Toy Displays 


(Continued from page 9) 


From the muzzles of the four cannons in the front 
of the battlement came flash after flash in a continuous 
barrage. Back of the fort was a village through which 
rumbled an “express train,” while a pair of deer roamed 
about the crags. 

“Topsy Turvy Village” was the fitting name given 
10 the large corner toy window installed for Stix, Baer 
« Fuller, St. Louis, by H. H. Tarrasch, display man- 
azer. The realistic background made of papier mache 
cepicted just what its name implies, a “topsy turvy vil- 
I:ge.” In the foreground were grouped many toys 
Cesigned to bring delight to the hearts of “kiddie land” 
at Christmas time. This window proved to be one of 
the most interesting spots fox the huge shopping crowds 
that daily thronged the downtown streets. 
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ST. NICK 


Evergreen, Snow-tipped 


CHRISTMAS 
TREES 


announces the new 
5-foot size, ideal for 
window and interior 
decoration. St. Nick 
trees are handsome, 
natural, and the silver 
studding stays bright 
indefinitely. Made in 
sizes from a few 
inches high, and in 
three distinctive base 
styles. Investigate! 


Full Information Will 
Be Sent on Request 


HAHN 


197 Lafayette St., New York City 
Established over 38 years 
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FASHION AND TRADE SHOWS 
COMMERCIAL EXPOSITIONS 
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A side entrance to a New England barn where home- 
craft weavers are working and selling products. 


T is not strange that the uninitiated presume 
that city residents, sea or mountain bent, take 
with them the required summer wardrobe, 
since, during the pre-vacation and summer 

season, the city stores make every effort to persuade 
the shopper planning a vacation trip to avail herself of 
the opportunity which is created for her to collect a 
wardrobe, toilet requisites, camping equipment, etc.— 
in fact, articles and materials for every vacation need. 
Bags and boxes are stuffed with many useful and use- 
less articles, and the horde of pleasure-seekers desert 
the hot city. The optimistic merchants think they will 
return again with the falling leaves to replenish the 
wardrobe they so carefully provided for every possible 
emergency. Oh, false and idle thought! 

The city shoppers breathe little gasping prayers of 
thanks that they have fled temptation as they turn their 
backs to the city, secure in the belief that in the seclu- 
sion of beach or mountain they will be safe from temp- 
tation to buy as copiously as in the city. Alas! How 
little do they realize that they are far from leaving 
temptation behind—that new and far worse lures wait 
to snare them. 

The beach and mountain resorts have been well 
analyzed by merchants of the city, who, not content to 
cram the bags and suitcases of the departing vacation- 
ists, follow them far into the valleys and forests to 
temp them to further outlays. 

Department and specialty stores from Fifty-seventh 
Street and Fifth Avenue, interior decorators and gift 
shops from Madison Avenue, rug dealers and jewelers 
from Fifth Avenue, have ccme and set up their wares 
on narrow main streets of summer resorts on our best- 
known Maine beaches, in the Adirondacks, in the White 
Mountains, on Long Island and aroynd the Great 
Lakes. 

But a study of these merchants reveals drooping 
mouths instead of the expected smiles of satisfaction 
at the excellent summer weather of the season which 
has tempted record crowds out of the heat of the city. 
“Times,” they say, “have changed. Business is bad; 
competition is keen.” Yes, competition, and from 
where ? 

In the last few years an entirely new and growing 
class of independent merchants has developed ia 
America which is fast becoming a serious menace to 
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How Resort S hops Lure the 


( )acationist 


Primitive Display Does It and Wins Because 
of Marked Dissimilarity from Methods of City 
Establishments 


By HELEN WALSER 
Flamingo Art and Advertising Co., New York City. 


established merchants. In spite of gargantuan amalga- 
mations in the business world, individuals are still start- 
ing independent enterprises on small scales. With the 
advent of women in business, a host of home folks are 
trying their wings in the world of commerce—simple 
country gentlewomen in beautiful New England farm 
houses, spacious and well furnished but with many un- 
used rooms, surrounded by sunny gardens, but with 
little money to meet growing taxes and rising prices. 
Many of these women have raised families of children 
who have gone their several ways; some are spinsters 
on whom hours of idleness and inactivity hang heavy. 


In every small town and village in America these 
women, in their homes near the high roads on which 
tourists by the thousands pass each day, have decided 
that they, too, will join the army of tourist exploiters. 
Wisely, they have capitalized their inviting homes and 
the charming rural atmosphere. If they have not, per- 
laps, the legitimate merchant’s shrewd experience, they 
understand far better the psychology of the tourist who 
is pleasure-bent, who is determined to forget the city 
and its work, who wants to forget the very existence of 
the department store, in which, perhaps, there is still 
an unpaid bill and where he knows every detail of the 
stock. 


It is the unusual, the distinctive, that is so attractive 
in the charming country houses that welcome tired tour- 
ists, that are filled nightly while the big summer hotels 
stand empty. The quaint shady gardens invite one to 
a home-cooked meal in preference to the table d’hote 
served by a tuxedo-clad waiter. 


ET’S go farther. These women have not only used 
their cooking and housekeeping talents, but, with 
their versatility and keen business sense, have made 
further excursions in money-making. Several Fifty- 
seventh Street specialty stores that cater to the exclu- 
sive rich, were started by just such women in seaside 
villages. Backed by wholesalers who saw an excellent 
opportunity and a new field, women with good taste, 
but financial handicaps, bought a few good clothes to 
sell. Many of them have grown from small home in- 
dustries and branched out to such an extent that now 
their names are prominent in the clothing industry of 
large cities. 
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c! pretty Yankee lawn transformed into a tea garden. 
Pottery is displayed along the walks. 


One secret of their success is the atmosphere they 
maintain—an atmosphere much appreciated by the 
idling vacationist. Instead of keeping their entire stock 
in evidence for passersby, they show only their welcom- 
ing doorways, their lovely flower gardens, and perhaps 
in the window a tasteful gown, scarf or hat, or an un- 
obtrusive sign with a few words, intriguing as well as 
compelling. 

Furniture is sold in the same way, and many an 
exquisite antique, genuine as well as good copies, has 
changed hands in the small New England cottages fur- 
nished long ago. 

Imagine the gold mine which lies waiting to be 
opened—the summer homes, the idle rich, the allure of 
sunny days, many unoccupied hours, and the difficulties 
of transportation. Here is an industry which can make 
thousands rich. The natives living on their property 
are bound to win against the city merchant, who must 
pay high rent and maintain expensive sales forces. 
These local experimenters can reach the visitors in a 
hundred ways impossible to the orthodox merchant. 


Why Should Men's Shoes Be Penalized 


(Continued from page 21) 

Squarely balancing this group at the right of the 
center panel was a dark coat, derby hat, gloves and 
cane, with appropriate shoes for afternoon wear; and 
the final unit was the dress coat, silk topper and stiffly 
laundered shirt for formal evening wear. 

Contrast this production with another accompany- 
ing Kieffer trim and the merit of his efforts becomes 
apparent. The second showing is trimmed openly, 
but is amply filled and awakens little concern. The 
window card gives the price range and the display 
catalogues the newest in seasonal ware. But the cards 
do not say so, and the passer is not given any substan- 
tial bid for attention. 

Witness also the’ wide cleavage between the “Pull- 
nan” porter design seen in the windows of the Walk- 
Over Shoe Co., Buffalo, N. Y. Here the window man, 
C. L. Putnam, has been able to show almost a dozen 
pairs, all good examples of Walk-Over production 
iil a setting that was the best in atmospheric proper- 
ties to be spotted. The retiring traveler; the long 
array of shoes; the dusky porter, brush in hand; the 
single handbag and the shoes all were woven skillfully 
into a story that left nothing to be conjectured. 
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KLEBER’S 5000 Line 


A beautiful modernistic design 





In 
Maple and Walnut. 
_ Write for 
: New Catalogue 
No. 5021 
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KLEE No. 5092 
DISPLAY FIXTURE CO., Inc. 


MANUFACTURERS 
172 Atlantic Ave., 


(ALLL ALMA AMAL 


Morey Enlarging Projector 
NOW! $22.00 Complete 


Except Lamps 
SOLD NATIONALLY 


This projector was designed by the Morey 
Studios for their own use in making 
backgrounds, screens and posters, also for 
illustrating lectures in the Morey School 
of Window Decorating. 

Enlarges a 7” x7” picture up to 8 ft. by 
8 ft. Adjustable stand. Four-inch lens. 
Two focal adjustments. 





No. 5096 


Rochester, N. Y. 



























Morey Decorative Studios 
107 ARLINGTON ST., BOSTON, MASS. 
Distributors Wanted 
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INLAID DESIGNS 


Maple and Walnut 
Natural Finish 


Something new in 
display fixtures at 
attractive prices. 
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Cincinnati Show Case & Display F we Works 


2236-38-40 MAIN STREET CINCINNATI, O. 
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Display the Apex of Today’s 


erchandising 


yramid 


By MORRIS M. EINSON 


Einson-Freeman Co., New York 


Editor’s Note.—The following article is taken from an 
address delivered by Morris M. Einson, president of the 
Einson-Freeman Company, Inc., lithographers of window 
displays, etc, New York, before the Graph'c Arts division 
of the twentyfifth anniversary convention of the International 
Advertising Association, Berlin, Germany, August 11-15. 

The subject of lithographed window displays is one with 
which the all-around show card writer should well acquaint 
himself, since it is by use of the show card tie-in with the 
lithographed display that a dealer can inject his own indi- 
viduality into the disp!ay to the best of his advantage. 


OILED down to the most simple and elemen- 
tary basis, advertising consists of two 
things, namely, a message and a vehicle; in 
other words, the story of merchandise or 

service well told, and a medium to carry that message 
successfully to a logical market. 

The development of modern advertising has 
brought out a variety of highly successful ways to 
convey advertising and selling messages to their re- 
spective markets. Picture the total of these methods 
as a great pyramid, the base of which covers the 
length and breadth of the land in solid mass, and 
which may be likened to the national magazine which 
is the medium for reaching an entire nationality. The 
next step up the pyramid is the daily newspaper, cov- 
ering sections of the country. The third step, a still 
more intensive specialization of market : The billboard 
cr poster and the street car card, localizing the mes- 
sage to a neighborhood. Another step, still further 
narrowing the contact, is the great development of 
direct-by-mail advertising. 

At the very top of the pyramid, as an entering 
wedge, I have placed that factor on which most busi- 
ness serving the ultimate consumer turns, namely, re- 
tail merchandising. It is notable that all the activities 
of advertising and merchandising from the very be- 
ginning of production, and all the forms of advertis- 
ing devised, have, as their ultimate goal, the focusing 
of the impression into the dealer’s store where the 
goods are for sale. 

While store display advertising is relatively new 
in point of modern development and general _recogni- 
tion as an ecknowledged and valuable medium, it is 
also probably the first—and for most merchants—still 
the only effective method of advertising. 
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The caveman, who had a surplus of weapons or 
utensils to dispose of, made use of “window display” 
by piling up this surplus outside his cave to attract 
possible buyers for his wares. Next, the itinerant 
merchant of the bazaars added his voice, extolling the 
merits uf his merchandise. 

Then, when reading and writing became arts more 
generally known,-the price ticket and the copy appeal 
were added—the first move in the direction of mer- 
chandising through the show window. Printing lent 
a still further impetus. 

And with the coming of lithography came also 
the idea of adding to the attractiveness and attention- 
getting power of the window by using pictures glori- 
ously colored. 

While every form of lithographed and printed ad- 
vertising has felt the magic touch of merchandising 
effectiveness window display advertising particularly 
has made important strides in this direction, and to- 
day, well developed window advertising embodies all 
of the essentials of modern advertising. 

Thus, modern window display performs a three- 
fold purpose: First, it enables the national! adver- 
tiser to focus the effects of all his other forms of ad- 
vertising and selling into the dealer’s store and win- 
dows, and forms a connecting link between all his 
other advertising and the dealer; second, it repre- 
sents a distinct selling medium for the dealer, not only 
in promoting his own individual store and lending it 
the prestige that comes with national advertising 
hook-up, but it gives him the specific benefit of the 
tremendous influence of advertising done generally by 
the manufacturers of the merchandise that he carries 
in stock ; third, it represents a distinct service to the 
consumer, not only pointing out te him where mer- 
chandise for which he has a need or a demand may 
be purchased am telling him the location of goods he 
saw advertised elsewhere, but serving as a news medium 
to keep the consumer posted regarding the new devel- 
opments in goods and service. 

During the last few years, remarkable progress 
has been inade among the leaders in the lithographic 
field toward bringing into this form of advertising 
the studied methods which characterize other forms 
of advertising. The modern lithographic concern em- 
ploys the same art talent and advertising ability, the 
same intensive merchandising research and the same 
understanding of salesmanship which one finds in the 
activities of an advertising agency or a_pertectly 
equipped advertising department of a manufacturing 
enterprise. 

The spirit of cooperation which has been developed 
in the last few years between the progressive adver- 
tising agencies and the more advanced national ad- 
vertisers and well-equipped lithographers, is one of 
the most encouraging steps toward a perfect accom- 
plishment. Hardly a great national campaign is 
launched without having developed a close contact 
with a producer of lithographed material. 

The result is that already a very large percentage 
of lithographed advertising material not only em- 
bodies sound and practical sales promotion power, but 
also has been definitely linked with the other elements 
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of the campaign so as to produce a follow through 
‘rom the first impressions on the consumer's mind to 
‘hat moment when the sale is made. 

My message, then, is a plea to the exponents and 
students of the graphic arts to make their zeal for 
‘Aner technique and higher standards of reproduction 
only one part of their ideal. That, side by side with 
this development of better ways and means of print- 
ing and lithography, should grow, more and more, 
with better sales practices, a more intelligent under- 
tanding of merchandising principles and a truer 
knowledge of those forms of advertising which are 
employed in the planning of a magazine and news- 
paper advertising and the compilation of direct-mail 
material. 

We must be good lithographers and good printers 
to uphold the highest standards of the graphic arts. 
We must also be good advertising and merchandising 
men to uphold the high standards set down by the 
international Advertising Association, to which we 
belong. 


Yellow and Green 


(Continued from page 40)- 
mysterivuus—and I wondered if I should ever solve his 
life.” 

White light has a vibratory speed of 5500/250,- 
000,000 vibrations and covers a distance of 186,000 
miles a second. A variation from this speed of vibra- 
tion produces in the mentality an action we term 
color. .\ speed of 500 vibrations slower than winite 
light or 5:)JG’250,000,000 vibrations a second is recog- 
nized as green. 

Q.—What is the best color for a background for a 
window displaying gents’ formal wear? TI have tried 
deep red, but something seemed wrong, although it was 
attractive-—L. E. B., Poughkeepsie, N. Y. 

A.—Formal wear is indicative of pomp and dignity and 
associated with the better forms of entertainment. Red is the 
color of gaiety, carnival and danger. This might imply that 
a formal association with the elite was fraught with danger. 
This is the psychological effect of this combination. In 
physical relationship we might say that black is an all ab- 
sorbing color and deep red also has the qualities of absorbing 
white light; both having the same absorbing qualities, their 
is little of the attracting element of contrast that should exist. 
An orange background would deflect or reflect an abundance 
of light vibrations and as the black garments would absorb all 
of the light, this would have the effect of making the black 
objects appear as a great hole in the atmosphere which would 
enhance their attractiveness. The psychological reason for 
using orange as a background is that it was associated with 
court functions in ancient time, originally of the Knights 


‘of the Golden Fleece. Being an emblem of gold, it might 


imply that the garment was on a parity with the standard of 
sold. 

Q—In a recent. article ou color by Dr. Simons, he 
states that all colors are in white light and all travel at 
the same rate of speed. If this is so, how can he explain 
his statement that some colors are “fast and some 
“slow,” producing warm and cool effects?--J. H., Albu- 
querque, N. M. 

A.—I can only answer questions in this column that are 
tot covered by the series and this question will be thoroughly 
discussed in the December issue of DISPLAY WORLD. 
However, if you desire this information prior to the Decem- 
er issue, repeat your question and send self-addrssed 
tamped envelope for reply. 
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3 ew XMAS 


SELLER 


Never before has an Xmas seller offered you the opportunity 
given by North Ridge Pines and Wreaths. Their record of 
sales success is your assurance of big profits—for they sell 
and sell fast. 


NORTH RIDGE PINES and WREATHS are used in the 
home for table decorations, window decorations, etc. Every 
public building is a prospect. Made in many sizes, styles to 
fit every purpose. Completely described in FREE catalog. 


NORTH RIDGE PINES 


are especially suited for window displays, 
backgrounds and settings. New items are 
our forty, fifty and sixty inch Pines to trim 
windows of full-sized merchandise. Eleven 
sizes from 4 to 60 inches in height. Fur- 
nished plain or frosted, and beautifully 
trimmed wreaths from 6 to 24 inches in 
diameter. 

















Used by foremost designers, during 
the entire year—North Ridge Pines put 
real selling power into every window. 
Sixteen-page Catalog, showing many 
window trims and gomplete line— 
FREE. 

WRITE TODAY FOR CATALOG, 
PRICES AND SAMPLES 


NORTH RIDGE PINES 


Box 40 
Freeport, Ill. 











For MODERNISTIC 
Displays and Window Backs 





PLYWOOD IS INEXPENSIVE, 
STRONG AND DURABLE 


UNUSUAL EFFECTS 
Obtainable at Low Cost— 


Complete stocks of Figured and Plain 
Woods carried at six warehouses in 


New York Boston 
Detroit Jamestown 
Philadelphia Rochester 


Send for Catalogue A 


UNITED STATES PLYWOOD C0., Inc. 


Carrying the Largest Plywood Stocks in the 
World. 


603 West 36th St. New York City, N. Y. 
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One of the twelve windows by O'Donnell for Sisson’s Junior League Charity and Style Show. 


Purple Felt and Silver Metallics 


Glitter of Decoratives and Glamor of Live Modelling Combined in 
Windows and Style Show Make Fashion Revue Memorable 


By EDWARD E. O’DONNELL 
Display Manager, Sissoyy Bros.-Welden Co., Binghamton, N. Y. 


ISSON’S Second Annual Fashion Revue in 
connection with the Junior Charity League 
was again highly successful and largely 
patronized at the Wednesday evening and 

Thursday afternoon presentations. 

During the entire showing, “Standing Room Only” 
was the role and crowds hung outside the doors of the 
third floor to glimpse the copies of French importa- 
tions and the various interpretations of what is right 
in milady’s autumn fashions. 

Syncopation by a three-piece orchestra kept time 
to the studied poses of the mannequins as they came 
down the aisles. 

The afternoon was extremely warm and a fore- 
sighted management provided fans for the women and 
those few men who ventured to discover what their 
wives or daughters would select in wearing apparel 
this fall. 

Soft lights played to advantage on the 30-minute 
display of gowns and ensembles. 

The change of music as each model proceeded 
slowly down the aisles matched the character of the 
various costumes. The “Pagan Love Song” con- 
trasied with the sprightly “Breakaway” and the com- 
plaining “You’re Mean to Me.” 

Patou’s lovely models, consisting of brown coat 
with tan lynx shawl coiiar and the new brown two- 
piece crepe with inaize trimming, gave the proner 
Parisian atmosphere to the setting. 


The Junior Charity League of Binghamton is ac- 
tive in its support of the city’s day nurseries and again 
this year as in 1928, league members acted as sales- 
people in the various departments of this style center 
and other members acted as models for the Fashion 
Show held in the store in the apparel section. 


Several of the league members accompanied Sis- 
son buyers to New York where they selected the 
style apparel to be modeled in the show. None of 
these garments were-shown previous to the event, but 
were available as soon as the revue was over and it 
was pleasing to note that many of the choicest gowns 
and coats were quickly purchased by those who had 
witnessed this event. 


All of the twelve windows during the week ex- 
ploited modern art ideas to good advantage. Some 
windows had backgrounds of solid black felt bordered 
with corrugated nickeloid, while others carried huge 
cylinders of etched nickeloid or copperoid. Modern- 
istic units were used in front of the felt backgrounds, 
while large framed screens of velvet with modernistic 
scenes were used in other windows. 


In the large corner window, the outstanding win- 
dow in the series, a formal display of evening apparel 
containing gowns of transparent velvet with harmon- 
izing accessories, attracted much attention. The back- 
ground was in purple felt and silver metallics. The 
gowns for this display were specially selected. 
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Add the True Christmas Spirit 
To Your Holiday Displays! 














This Book—just off the press, is of surpassing value to 
every merchant and displayman, because it treats in hun- 
dreds of fine color pho‘ographic illustrations of window 
and store decorations, especially designed for the Holiday 
Season—It will help you. — 


Ask for Schack’s Christ- chack’s New Christmas Flower Book 
mas Flower Book D. It 


l t is the latest addition to the already famous range of Schack’s 
will ——— Ae Free Seasonable Flower Books. You should have your copy now. 
Oo Ww now: It’s Free for the asking. 














SCHACK ARTIFICIAL FLOWER CO. 
Main Office and Factory CHICAGO Salesroom 


134-140 N. Robey St. 134 N. Robey St. 


ei oe §§ _feRe se = 
LACKNER HOLIDAY SHOW CARDS 


This reproduction of one of the new modernistic designs can give you but a meager idea of its exquisite colors and beauty. 
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Don’t Be Disappointed— 


ORDER NOW? 


Progressive retail stores throughout America are preparing for the 
biggest Christmas season in history. American prosperity points 
to a record volume of holiday business. Will your store invite this 
businéss with the cheery Christmas atmosphere that attracts 
public patronage? To be sure that it does, use Lackner ready-to- 
letter Christmas show cards, the finest obtainable. But you must 





= investigate and order at once, for delay may mean disappointment. 
. * CATALOG IN COLORS IS READY FOR YOU 
Write for Copy Today—IT’S FREE 


LACKNER PRINTING COMPANY 


21 W. Pearl St. Cincinnati, Ohio 
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The angles of the top windows make reflections diffi- 

cult to overcome. This is C. A. Carey's solution of the 

problem. Below is a display by Myron Eberly, Charles- 
ton, West Virginia. 


HARLES F. BERG of Portland, Ore., is 
known to Oregon folks not only through 
the character of goods that he merchandises, 
but also and, perhaps to a wider degree, 

through his persistent use of the advertising query, 
“Who’s Your Hosier?” 
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Ideas That Are Selling 


HOSIERY 


Berg’s of Portland, Get a Record Sale from a 
Simple Window Not Supported By Advertising; 
How Carey Trims a Difficult Corner 


October, 1929 


Berg’s are headquarters for hosiery and naturally 
put great stress on their windows. De Lyal Davis, 
display manager, has won a high measure of regional 
distinctions because of the novelty of his display 
schemes and he is ably abbetted by an alert assistant 
who not only knows how to trim sales producing win- 
dows but is permitted to enjoy the note which his 
designs create. ‘This is altruism of an all too rare 
variety, but it is in keeping with the standards of the 
nrm and the morale of its staff. 

This is a tale in part, at least of the assistant’s 
creative efforts and what they have accomplished. It 
all concerns a recent showing of Onyx French Heel 
hosiery installed by the said Rollin Trumbull, who 
by the way, is publicity director of the Portland Dis- 
play Club. This window pulled heartily much to Mr. 
Trumbull’s delight. With no advertising of any kind 
in any paper or pamphlet and no pushing by the sales 
girls in the store, it sold 213 pairs of these hose in 
four and one-half days’ selling time. 

The center poster background was done by Trum- 
bull in show card color and crayon, and was an e€n- 
largement of a small placard recently sent out by the 
hosiery manufacturer. 

C. A. Carey, displayman for the Ramsay Dry 
Goods Company at McAlester, Okla., snows another 
factory tieup installed in a type of window that is 
dificult to trim. The posters are in shades of green 
and brown. The drapes are flat crepe ot a light green 
shade matching the green of the posters. ‘fhe hose 


Without the aid of advertising or special coaching of sales girls, this window at Berg’s, Portland, Oregon, 
rolled up a record sale. 
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ave of the spring shades, making the entire display a 
very delightful unit. This window is of the small 
reset type which makes it impossible to strike an 
absolute mathematical balance. It is somewhat com- 
mon in the smaller towns and creates quite a problem 
in the development of attraction power because of 
reflections upon the glass. 

A very neat and compact showing of costume 
accessories including hosiery was executed recently 
yy W. Myron Eberly, display manager for Coyle & 
Richardson, Charleston, W. Va. This involved the 
use of cylindrical displayers in modern style, and 
dynamic balance in arrangement resulting in an ar- 
tistic composition. The displayers were made of 
linoleum rolls covered with felt. The art panel at 
the back was made in three shades of lavender and 
purple silk. 





Yuletide at the Christmas Tree Store 

(Continued from page 11) 
made in half. It was covered in silver, and in back of 
it we had our stock room for the surprise packages. 
The airship had two cabins, one for Santa and the other 
ior the aviators who sold the packages. We used an 
electric motor to keep the propeller running, making 
the effect quite real. 

For our main floor decorations, a special cover 
placed on both sides of the posts on the main aisie was 
made to give a pipe organ effect. The organ was made 
of bent tin and painted gold. The posts were painted 
cold and the panels were covered with red paper. The 
tops of the posts on the main aisle had large sprays of 
silvered fir branches, and all other posts on the main 
Aoor were covered with green and red paper. (The 
paper was only pasted on the edges atter bringing it 
around the posts; no paste touched the posts.) All 
lamps on this Foor were covered with white parchment 
shades with red poinsettias painted on them. 

We had five Christmas toy windows for the opening 
of the toy department. We displayed our latest im- 
ported toy piece, made by Steif, in our corner window, 
which is very large. Hundreds of people stopped to 
watch this moving toy. Here are some of the high 
‘ights on our moving toy: The buildings are modernist ; 
monkeys are on the roof broadcasting, playing musical 
instruments ; a bear is trying to enjoy his meal, but Mr. 
Monkey on the roof has a long feather with which he 
reaches over and tickles him, and the bear scratches 
his head; there are dogs that are exercising ; pigs taking 
reducing baths; chickens singing; a rabbit playing a 
iano, and elephants on their backs reducing. 

The other Steif piece was the same size and is calicc 
“The Gnomes’ Cave,” Some of the high lights of this 
piece are: The set is a group of little men with beards, 
clever little fellows made of felt about twelve inches 
igh, and the motions they make are quite real; there 
s a group of miners working in their gold mine; on the 
‘op of the hill is a fellow who raises a horn and blows 
and looks around. In the center of the piece is a three- 
tory house; on the top floor a fellow in bed is kicking 
“nother who is sitting before a dressing table. On the 
second floor is the kitchen, in which a gnome is slowly 
urning a roast turkey over a fire. 
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Make Your Windows 
Sell for You! 


ERE is the first handbook which covers completely and 
4 authoritatively the entire subject of window display 
principles and practice. 


From a preliminary discussion of what a window display is 
and should accomplish, to a step-by-step exposition of how 
prize-winning displays are planned and executed, this new 
book deals with every known phase of this important branch 
of modern merchandising. 


Handbook 
Window Display 


William Nelson Taft 
Editor, Retail Ledger 
5x8, Flexible Keratol 
Binding, 428 pages, 
207 illustrations. 


Some Outstanding 
Features 


—158 photographs showing win- 
dows of all kinds; 

—48 drawings illustrating points 
in the text; 

—Tables of window advertising 
expenses; 

—Suggestions for dressing win- 
dows of every type; 

—Separate considerations of 
scenic, sensational, artistic 
and seasonal windows; 

—The effective use of “dealer- 
helps’”—How these should be 
prepared and distributed! 

—The value of motion in dis- 
play—How to secure it; 

—A separate chapter on the use 
of color in the window; 

—Discussion of the use of win- 
dow and price cards and how 
these should be prepared; 

—Extended treatment of the sub- 
ject of window backgrounds; 

—Selection and care of wax 
figures, etc.; 

—A chapter on draperies; 

—Consideration of the window 
in connection with the store 
front and entrance. 

—60 pages dealing with the ques- 
tions connected with proper 
lighting of windows and in- 
teriors; 

—System in display—with form 
and records; 

—‘‘How to dress prize-winning 


Display | | 
TART 





windows,” a chapter written by $5.00 
Carl W. Ahlroth, who has won t 
more prizes in this work than we ‘i 
any other man in the world. postpaid 


The Handbook is literally an encyclopedia of window-display 
ideas, plans and working methods, every one of which has been 
successfully tried out by well-known retail stores in every 
part of the country. 


If You Display to Sell, See This Great 
Book on Window Display—FREE 


FREE EXAMINATION COUPON 


_ gorinaa aco ut aerate g aioe aus chase Wiese ahaa aire: pee aimee ime 











McGraw-Hill Book Co., 370 Seventh Ave., New York. 1 

Send me for ten days’ free examination: Taft’s HANDBOOK OF 8 
WINDOW DISPLAY, $5.00. I agree to return the book, postpaid, 8 
in ten days or to remit for it then. - 
pO See eae SU © 7s ne epee ; : 
(RE Se Cs eke EO: ech Op aE a : 
MRS a ele Coot Kats cktinee eawk Bry Bhar nganekes as ERE eee - 
SOE LE Re A MEE PETERS © RE Ae eR LO RP ; 

(Books sent on approval to retail purchasers in U. S. and : 
Canada only.) D. W. 10-29 g 
ee ee ee 
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REISING’S 
Screens and 
Set Pieces 

for Christmas 





Moder 
Different 


Write for 
Illustrated Circular 








G. REISING & CO. 


227 WEST AUSTIN AVE., CHICAGO, ILL. 


Manufacturers of Art Flowers 
and Decoratives 


Member of National Display Equipment Association 

















With the New York Displaymen 


(Continued from page 32) 
work divisions of wood. In the central and largest of thes¢ 
divisions the show card is placed. The over-all backgrounds 
are of wall board in modern air-brushed design in shades 
of blue and’ violet—scalloped circles being combined with 
pointed shafts. 

A,novel dea for a shoe store is that recently launched by 
the Shoecraft Company and termed the “Dagger Skipper 
Ensemble.” This is comprised of a hat, handbag and pair 
of shoes, all of the latest mode, each item characterized by a 
small gold metal dagger decoration. On the shoes, this 
dagger is fastened on the strap; on the handbag, it iorms 
pa t of the clasp, and on the hat it appears on the front rim 
at one side. These are displayed before a threefold screen, 
with a life-size pirate air-brushed on in colors, and a ship 
and treasure box on either side.... I. Miller’s show another 
variation of how the shoe shop is extending its service. In 
each of six niche panels, a tall silhouette head model of a 
famous designer is displayed. On a wooden arm rack in bold 
cutout wood lettering, the name of the respective designer is 
poised—each name being in a different color. From the 
various silhouette units are materiais forming display islands. 
On top of these materials are placed a tinted fashion sketch 
of a costume creation of the designer, together with a pair of 
shoes designed by I. Miller to complement the costume. 

The other night this correspondent had dinner with Ray 
Martin, director of display for the New York Consolidated 
Gas Company. Before going to his apartment, (which is 
charmingly furnished in early American maple) to dine with 
his young wife and view his six-month-old daughter, Joan, 
Martin conducted me on a thorough tour of his quarters in 
the imposing new gas company edifice at Irving Place. I 
doubt if there is another display studio in the country as 
impressive, and I advise visiting displaymen, when in Gotham, 
to drop in on Martin and see it—that is, if they are interested 
in seeing a de luxe and comprehensive layout. Much could 
be learned of how to produce quickly and in quantity a large 
number of high-grade displays each week. It would also 
be worth while to note how he has solved difficult lighting, 
storage and construction problems. Martin’s executive and 
creative offices (three rooms) are located on the seventeenth 
floor and command a fine panoramic view of the East River. 
Lhe studio proper is located in the basement and occupies a 
huge amount of space. Almost countless lights, suspended 
from the ceiling, create a daylight illusion. These represent 
an illuminating power of 10,000 watts and were imported 
from France. Then you will see a number of long carpenter 
tables where construction, shaping and trimming of display 
units are constantly in progress. Against one wall are hun- 
dreds of used displays neatly stored in display racks formed 
by projecting arms of iron. In a separate section, curtained 
off like a little theater, are two full-size stage windows. 
These are exact replicas in material, shape, dimension, drap- 
ing, etc., of the actual street wirdows. In addition, they are 
equipped with special lights for photographing. The original 
displays are first assembled in these stage windows. When 
every detail is satisfactory they are photographed and four- 
teen duplicate displays are made for shipment by truck to 
branch offices. Naturally this calls for super-efficiency in 
advance scheduling and production, as all the actual work 
of making the duplicates is performed in the studio. The 
outside walls and back of the stage windows are lined with 
tricky racks for classified storage of literally thousands of 
show cards and truck posters. Of course, the studio is 
equipped with every modern mechanical device, many of 
which other dispaymen would inspect with fascination. When 
you consider that Martin not only has charge of windows for 
the Consolidated Gas Company and its many branches, bu‘ 
also originates the posters for dozens of trucks and decorates 
home service demonstration auditoriums, director’s offices. 
etc., (not to mention his chairmanship of the display com- 
mittee of the American Gas Association), you can imagine 
the immense scope of his activity and responsibility. 
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One of the crepe paper schemes prepared for installation of the 


flexible Boncilla display panel. 


DEAS are just as important in display as in 
advertising, but too many of them are as 
disastrous as the proverbial cooks who 
spoiled the broth. When a display designer 

realizes that he cannot possibly combine in a single 
trim all the ideas that he wants to convey to a number 
of classes of buyers, he is on the highway to success. 
When he splits them up and creates a number of dis- 
plays each fitted for a definite purpose he is attaining 
success. 

This is what C. G. Conn, Ltd., of Elkhart, Ind., has 
done and done in a big way. Ina sense they are miles 
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Scanning the Field of 


has evolved four distinct sets of display 
material, starting with the “Hit-the-Home” 
window with five cards appealing directly 
to the doting mother who wants her “little 
shavers” to play an instrument. The next 
is to the “sax” fan and the other two push 
clarinets and trumpets. 

Another illustration of adaptation of the 
trim to the requirements of a product is 
seen in the display of the Chase Candy 
Company, St. Joseph, Mo. Their feature 
manufacture is the “Frozen Bar,” a good seller all the 
year round. To vary the customary crepe paper trim 
and to stamp an individuality upon it that is unforget- 
table, they have converted their drapes and valances 
into replicas of icicles. The colors, light blue and 
erey, are also cold and symbolize the character of the 
candy. 

Boncilla, of Indianapolis, manufacturers of cos- 
metics, have worked out a display panel for dealers 
that gives good publicity to their feature line. There 
are three wings to this little background, the center 
being surmounted by a cutout “pretty girl.” The 





in front of many producers 
of luxuries whose problems 
are not as acute as theirs. 


They recognize that they 
have four separate markets 
for their products and that 
to exert the same appeal 
upon all would be disas- 
trous. What will impel a 
mother to buy an instrument 
for her little son will by no 
means move the youth who 
yearns for mastery of saxo- 
phone. And the “bands- 
man” who knows the neces- 
sity for “doubling” is not to 
be agitated by the type of 
material that grips the eyes 
of the saxophone swain. It’s 
clarinets or trumpets for 
him and to compound them 
means simply division of 
prospective sales by two. He 
might buy both, but if they 
are mingled he buys but one. 

Hence the policy which 








How Chase “Frozen Bars” are symbolized in the crepe paper decoration. 
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Conn’s “Hit-the-Home” display set. 


center panel, just below her, contains a large illustra- 
tion of a tube of “Boncilla” Beautifier. 

There is nothing exceptional about the attraction 
powers of this piece, but its size and shape suggests 
careful consideration of dealer needs. It is small 
enough to be satisfactory in almost any type of win- 
dow, large enough to nicely bear up a unit of the 
product and associated toilet goods, and bright enough 
in coloring to catch the eye. The “girl” suggests ap- 
plication of the ware by lightly touching her cheeks. 
Crepe paper decoration is expected to back up the 
piece with sufficient color to make the trims arresting. 





Prizes in Spur Tie Contest Awarded — 


Buffalo Displayman Takes First Honors in Annual 
Competition; Grants Well Spread 


NNOUNCEMENT has been made of the winners of the 

fifth annual Spur Tie Window Display Contest, conducted 
by Messrs. Hewes & Potter, Inc., of Boston. 

The first prize, a Ford sport coupe, has been awarded to 
A. W. Waldorf, display manager of J. T. Rowland & Sons, 
Buffalo, N. Y. The second prize of $100.00 goes to Alfred 
Voelker of H. C. Prange & Co, Madiscn, Wis. The third 
prize of $50.00 goes to William A. Fuller of Garret, Stuart 
& Sommer, Spokane, Wash., while the fourth prize of $25.00 
is awarded to Harold M. Cooper of Mosteller, Inc., West- 
chester, Pa. In addition to these four prize winners, 50 
other prizes of $5.00 each were awarded. 

The Spur Tie Contest this year was unique in its nature 
and was the most successful ever conducted by the company, 
both as to number and quality of windows entered and sales 
results obtained. The original note in this contest was the 
unselfish idea of permitting and even encouraging the display 
of the other fellow’s merchandise, with the Spur Tie. Hewes 
& Potter felt that men’s neckwear displayed and sold far 
better if shown with other items of haberdashery, and conse- 
quently made the ensemble idea the central thought of the 
contest. 

In order to stimulate the widest interest, more attractive 
prizes were offered, the first being a Ford sport coupe, or its 
equivalent in cash, together with 53 other prizes totaling over 
$1,200. 

A great variety of windows were received and the origi- 
nality and quality of the display made the task of the judges 
most difficult. Checks for prizes and complete announcement 
©’ winning windows are being sent to all who entered. 
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Velvet 
Fixtures 


Spell Success When 
Used in Displaying 














Jewelry, Novelties and 
Ladies’ Hand Bags 


We make Counter and Show Case 
Trays 
Also a complete line of 
Window and Interior Velvet 
Displays 


Morel Mfg. Co., Inc. 


“The Velvet Fixture House” 


38-40 West 32nd Street New York City 
Catalog Upon Request—Send for It 


42 282 S22 SSeS 

















Astounding Reductions 


in Fine 


Art Metal Display Stands 
and Fixtures 


Direct from the Manufacturer 


In a Profusion of Enchanting Designs 
We Have 


Modernistic Wrought Iron 
Both Plain and Hand-Hammered 


They Are Bound to Create Catchy, Forceful 
Displays for Your Merchandise 


PRICES ARE REMARKABLY LOW 


Correspondence Especially Requested 


Consolidated Display Fixture Corp. 


32 West 32nd Street, New York City 





































ALBANY, N. Y.—Joseph B. Carey, Advertising, Six Norton St. A. 
complete service covering central and eastern New York. 





BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
53-57 Bristol St., Boston, Mass. C. W. Orr, Mgr. 





BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St. 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 





CALIFORNIA—Larger cities covered daily; country towns every 14 
days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Adver- 
tising Co., 1507 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. llth 
St. Tel. 6-0233. Don’t overlook the south, Mr. Advertiser. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosle~. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F.. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


COLUMBUS, OHIO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind, President and General Manager. Established 
and reliable display sefvice doing work for over fifty different adver- 
tisers. 








DETROIT, MICH.—Detroit Window Display Service, 438 E. Wood- 
bridge St. V.. Wayne, President and Manager. Whether it’s fall, 
winter, spring or summer, we’re ready for you. A background of years 
of service and a list of national advertiser clients that will surprise 
you. Write for circular on Wayne Clock System. 





INDIANAPOLIS, IND.—Weber’s Pioneer Display Service, 29 Ken- 
tucky Avenue. Fred. W. Weber, Manager. The right kind of window 
installations. Fire insurance carried for your protection. 





LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. 


MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. Warehouse 431 Wisconsin Ave. J. Harry Bayley. 
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NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 


S. Harold Ragonesi, Mgr. Window instalation concerns may coine 
and go, but we stay here forever. We cover a radius of fifty miles. 
We have satisfied others, why not you? You can try our service 
but once. 


NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Laxe 
Charles, Monroe and Shreveport, La. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O-Display, Inc., 22014 
W. Third St. All of Oklahoma covered each month. 


OSHKOSH, WIS.—Mees Display Service, 117 Main St. A _ well 
established service covering Oshkosh and surrounding territory. 


PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
Samuel J. Hanick, Manager and Director. A unique display service 
for national advertisers covering Pennsylvania, New Jersey and Dela- 
ware. Write for a list of satisfied clients. 


PITTSBURGH. PA.—Ryan Display Service, Broad and_ Station 
Sts. Hugh J. Ryan, Pres. & Mgr. Thoroughly covering Pittsburgh 
and 60 surrounding towns. 


PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. : 


QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 

RICHMOND, VA.—Robert Waitt, 523 E. Main St. 

ROCHESTER, N. Y¥.—Windo-Craft Display Service, Offices 32 E. 
Genesee St.. Buffalo, N. Y. E. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 

SALT LAKE CITY, UTAH—The Window Display Service, 403 E. 


Fourth South St. N. W. Reynolds, Manager. A really dependable 
service affiliated with the Drug Buyers’ Club. 



































SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 


ST. LOUZS, MO.—Thornhill’s Display Service, 919 High St. A com- 
plete and reliable window display service for the national advertiser. 
We satisfy our many clients. 











MILWAUKEE, WIS.—Wisconsin Display Co. L. T. LaCoss, Presi- 
dent and General Manager. If in need, sure, in deed. 





SYRACUSE, N. Y.—Joseph B. Carey, Advertising, Hills Bldg. A 
complete service covering central and eastern New York. 








MILWAUKEE, WIS.—Stefan Display Service, 1920 Vliet St. 
Largest in Wisconsin. Responsible, efficient, organized. Personal 
supervision. 





NEW JERSEY—Jentzen’s Window Dressing Service, 772 40th St., 
North Bergen, N. J. Geo. H. Jentzen, Mgr. Expert crepe paper 
installations for national advertisers. All work guaranteed. 


UTICA, N. Y.—Joseph B. Carey, Advertising. Two Lafayette St. 
A complete service covering central and eastern New York. 





WATERLOO, I0WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 





WHEELING, W. VA.—Iams Display Service. Distinctive displays. 





New Capwell Store Marks Consolidation 


Merger of Taft and Pennoyer with Capwell’s Becomes 
Effective as New Structure Opens 


ONSOLIDATION of the Taft & Pennoyer Company and 

the H. C. Capwell Company, two of the oldest and larg- 
est retail firms in Oakland, Calif., was recently effected as 
plans for opening the new Capwell store in Oaklazd were 
projected. 

The sales in preparation for removal were completed on 
August 3 and were extended a few days to wipe out odds and 
ends of stock before removal to the new structure. 

The personnel of The Tait & Pennoyer Company, many 
members of which have grown up with the concern and are 
well known to Oakland shoppers, will continue with the 
merged store of The H. C. Capwell Company. It is planned 
that the new store will continue to carry for’h the spirit of 
the old Taft & Pennoyer Company, catering to both Taft and 
Capwell customers. 

The facilities of the new store are of the finest and most 
modern type, including tensive elevator and up and down 
escalator transportation from floor to floor; most modern 
tube conveyor systems for charge authorization and delivery; 





floor upon floor of stock and work rooms in the rear of the 
building; scientific ventilating and heating equipment and 
complete electric light plant large enough to fill the needs 
of a city of over five thousand people. 

The new structure, which will house the consolidated 
firms, contains floor space of an area of more than eleven 
acres, consisting of five complete selling floors, each of which 
occupy more than 77,000 square feet. The new concern brings 
a new merchandising era to Oakland in the form of a store 
larger than any heretofore built in Oakland, broader in mer- 
chendising scope and finer in fashion and service. 

The merging of The Taft & Pennoyer Company and The 
H. C. Capwell Company insures the people of Oakland of a 
continuance of the best merchandising policies of both as well 
as traditions that have grown as each have developed with 
Oakland. Both firms have plunged into reorganization plans. 

‘The officials of the new institution are: E. C. Lipman, 
general manager; Louis Rivers, merchandise manager; L. F. 
Dinkeispiel, superintendent, and F. M. Hatch, sales manager. 

The history of these two firms is closely identified with 
the growth of Oakiand. The Taft & Pennoyer Company has 
£3 years of retail experience to bring to the new organization 
aud The H. C. Capwell Company has been in Oakland since 
1889. Both have experienced strong growth on same founda- 
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tions and the merger has been effected because the nature of 
the two institutions permit them to dovetail and form for 
O:kland a finer store for which this progressive city is ready. 

The Downstairs Store—a complete store in itself, occupy- 
ing 77,000 square feet area, the same as the upper floors— 
a fuli line of merchandise of lower price. 


will carry Inter- 





The new I. Miller Salon at Davidson’s. 


esting features of the Downstairs Store are a modern foun- 
tain lunch, a sports shop with golf practice nets and a men's 
modern barber shop. Double escalators will carry customers 
down and up to and from the downstairs store, in addition to 
the ample service of six passenger elevators. 





I. MILLER SALON OPENS AT SIOUX CITY 
IOUX CITY has a smart new shoe salon, patterned after 
the exclusive footwear shops of the East, in the I. Miller 

Shoe Salon that opened recently on the second floor of David- 
son Bros. A large space has been given over to the luxurious 
department that will now display endless styles, colors and 
materials direct from Fifth Avenue. 

Davidson’s has been fortunate in securing Harry E. Jaffe 
of New York City, who has been with the I. Miller organ- 
ization for a great number of years, and who comes here 
directly from the new I. Miller on Thirty-fourth Street, New 
York City, where he was manager. Previous to that he 
was with the I. Miller Shop on Fifth Avenue. In a personal 
interview, Mr. Jaffe stated that he was delighted with Sioux 
City, and from those who had visited the new salon, he knew 
that Sioux City women recognized and appreciated the value 
of I, Miller merchandise. 

Besides the latest creations in shoes the new department 
is featuring the superior I. Miller hose, the I. Miller bags to 
complete the ensemble, and all new shoe accessories. The 
new salon is attractively decorated and appointed. 





LAYOUT RESOLVED INTO SCIENCE 
Layout, always the intriguing feature of advertising, is 
resolved into a science in the handbook, “Layout Technique 
in Advertising,” by Richard Surrey, recently published by the 
McGraw Hill Book Co. In the hands of the author the sub- 


ject becomes a plastic substance made to conform to the laws 


oi vision and geometry. Static balance is revealed in its 
balanced order and dynamic balance is shorn of its mystery 
and presented as a very commonplace mode of presentation, 
limited and defined by rules of unvarying rigidity. Units, 
headlines, illustration, typography and a large number of 
subordinate features of advertising mechanics are treated just 
2s lucidly and comprehensively by this forceful writer. 


Be 
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colorful 
effective 
economical 
easy to use 


Western Felt can be secured in wide 
variety of the new shades which har- 
monize perfectly with the merchandise 
on display. The new modernistic effects 
are easily secured with Western Felt. 
It is easy and quick to use—absorbs 
light rays—can be pasted or glued 
readily—cuts without frayed edges. 
Recommended 
floors, panels and background work, ap- 


in show windows for 


pliqued posters, patch posters, and a 
variety of other decorative effects. 


A complete stock at New York, Chicago 
and Los Angeles assures prompt de- 
livery. 


Write our nearest office for sample and 
_ complete color card. 


Western Felt Works 


Established 18°9 
MAIN OFFICE AND MILL 
4029-4133 Ogden Ave., Chicago 


42-44 East 20th St. 
New York 


713 So. Los Angeles St. 
Los Angeles 


Cleveland 
Denver 


St. Louis 
Boston 


Detroit 
San Francisco 


Branches : 
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Notes from the 


Display Services 


On August 5, the Philadelphia branch of the Rileigh Dis- 
play Service passed into the control of the S. J. Hanick Dis- 
play Service, following conclusion of an agreement by which 
the Rileigh organization withdrew from Philadelphia, south- 
ern New Jersey and Delaware while Hanick abandoned 
eastern Pennsylvania outside of Philadelphia. No changes 
in personnel were made. 

As the result of this action both services are in better 
_ position to afford service to clients and to exercise better 
control over dealer windows. <A group of inspectors con- 
versant with retail conditions will cover the territory for the 
two organizations, aiding them in conducting surveys and 
generally toning up installations. Arrangements will be made 
to supply all manufacturers’ representatives and salesmen with 
office and desk space without charge while they visit in 
cities in which the services are conducting installation cam- 
paigns. Routed lists of dealers in the respective territories 
will also be made available. Counter displays will be in- 
stalled in conjunction with each window installation. Radio 
tie-ups will also be arranged. 

Quarterly meetings of windowmen, inspectors, supervisors, 
field men and clerical forces will be held in various parts 
of the territory and clients will be invited to send representa- 
tives to give suggestions. 





“We are handling campaigns for a large number of 
clients,’ says P. P. Oakler, manager of the Pittsburgh. Win- 
dow-Craft Service. “Among these are: Standard Oil Co., 
Parke-Davis & Co., E. R. Squibb & Sons, American Safety 
Razor Corp., R. J. Reynolds & Co., Bayuk Cigar Co., Lehn & 
Fink, Bristol-Myers, Da-Lee Chemical Co., Maryland Phar- 
maceutical Co., Dr. Kilmer & Co. and Vadsco Sales Corp. 


“Many of these companies are listed for various kinds of 
displays. The list includes only what we are active on at 
this time and does not include those clients for whom we 
have done satisfactory work in the past. Most of the above 
we have retained from the start of our organization, and we 
have never lost a client. We cover a radius of 50 miles of 
Pittsburgh and this is all we can ‘chew’ satisfactorily at 
this time, although we never intend to do chain-store service. 
Our problems are the same generally as those about the 
country, mostly free goods evil, etc.” 





When Paul R. Pearson launched his Pearson Art Trims 
at Ashtabula Harbor, Ohio, quite a while back, it was his 
intention to go after national advertising installations with 
vigor. Almost from the start his clients exhibited interest 
in preparation of special instruction sheets to go out with 
displays to other installers. As a result, Pearson turned his 
zeal to this line of work and for several months has been 
giving it the major part of his attention. In a recent letter 
he declares, “We can handle a few more contracts in pre- 
paring instruction sheets to be included with the regular 
display unit packages. We'll be glad to send particulars re- 
garding this service on request.” 





The Groves Advertising Service, 218 North Wall Street, 
Joplin, Mo., has absorbed the R. C. Lankford Display Serv- 
ice and the two organizations following the merger have pre- 
pared to handle installations in their district in a more thor- 
ough fashion. The Groves Service has been in operation for 
five years and in that time has served 97 clients. 
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The campaigns on which Oklahoma Window Display, Inc., 
is now working, and which they have just finished, are: 
Manitou Ginger Ale, Max Factor Society Make-Up, Stef- 
fen’s Ice Cream, Crystal Ice Cream, Ipana Tooth Paste, Sal 
Hepatica, Pangburn Candy, King Candy, Raleigh Cigarettes, 
Pyrol, Fly Tox, Coca-Cola; and through Window Advertis- 
ing, Inc., Hind’s Honey and Almond Cream, Pebeco Tooth 
Paste, Lysol and Camel Cigarettes. Manager Victor Sellers 
personally Handles Richard Hudnut for Oklahoma and north 
Texas. 

“We receive 100 per cent cooperation from all of the chain 
stores, both drug and grocery, throughout the state,” says 
Secretary M. Sellers. “Our resident representative in Tulsa 
is U. A. Storms; in Ada, A. G. Johnson, and in Muskogee, 
Bernard Breeding. The other towns in Oklahoma are covered 
once a month. This keeps four men busy out in the state and 
three men in Oklahoma City. We have just enough com- 
petition for manufacturers to appreciate our service.” 





The Advance Display Service of Milwaukee continues 
usual activity with a long list of campaigns row in the 
process of installation. Since removing to their new ware- 
house at 184 Eleventh Street, business has gone forward at 
a rapid pace. Windows are now being placed for Dr. West 
Tooth Brushes, Ma Brown, Chesterfield Cigarettes, Granger 
‘Tobacco, El Producto, Harvester and Dutch Master Cigars, 
Blue Rose, Bayer Aspirin, Blatz Malt, Jelke “Good Luck” 
Butter and others. “We have been appointed to handle ad- 
vertising displays, Crum, the General Electric Co., and will 
handle the booths at the Milwaukee Journal Food Show, 
October 19 to 26,” says J. Harry Bayley, manager. 





Meeting at the local headquarters of Langley & Michaels 
Co., H. L. Fisher’s staff of windowmen heard Sales Man- 
ager Carl Gertridge outline the McKesson and Robbins plan. 

Following the meeting, Fisher put several of his men 
through their paces in “hanging crepe.” Incidentally, there 
was nothing mournful about the sort of crepe hanging done 
there. In fact, it appeared that the displays the Langley & 
Michaels boys put in are just the opposite in that said dis- 
plays are real business stimulators. 

Present at the meeting were Bud Fisher, display man- 
ager of Langley & Michaels; F. G. “Red” Wescott, display 


’ manager for Langley & Michaels in Oakland; L. M. “Homer” 


Berry of the Kirk-Geary Drug Company, Sacramento; A. M. 
Kenworthy, A. Kaady, Howard “Shrimp” Smith and Fred 
“Speedball” Gleason, who cover the Oakland territory; Eddie 
Washburn, Mel “Uncle” Mann, and Johnnie Murphy, who 
cover the San Francisco territory; Ross H. Webb, who covers 
Fresno and vicinity; Charles “Chip” Price, who covers San 
Jose and territory, and George “Chubby” Boyle, who covers 
Santa Maria and the territory south of San Jose. 





Gordon Boney, Kinston, N. C., handled displays for a 
Kinston department store during a window display contest, 
which opened Oct. 2. : 





REISING ENLARGES LINE 


G. Reising & Co., Chicago, IIl., have created au unusually 
attractive line of Christmas decorations, these consisting of 
the conventional types that are still very much in vogue, as 
well as many new and original decorations in tune with the 
modernistic trends. This concern has also installed a new 
wood-working department and are in position to furnish 
many distinctively designed units that are so much in de- 
mand today for display use. This department is under the 
direction of a very able staff and can create and develop any 
idea for display units. The use of wooden units is more pro- 
nounced than ever before and the enlargement of the Reising 
organization to include this department will make the concern 
an even greater factor than heretofore in supplying the deco- 
rative needs of retail merchants and the display profession. 
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ttes, : DISPLAY WORLD recommends the following display service organizations to manufacturers, 
iis - advertising agencies and merchants seeking distinctive and reliable display service and counsel 
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an CALIFORNIA DETROIT 
says ; : 
ol and the Entire Pacific Coast Now Thoroughly Covered Fall—Winter—Spring—Summer 
B h Offices: 
Eee, | ieeieiens’ ‘Gasiens  Pertiand, Gre. eects, Wash. DETROIT WINDOW DISPLAY SERVICE 
nat THOMPSON & PARMLEY 438 East Woodbridge Street, Detroit, Mich. 
869 Folsom Street 1220 W. Pico _ | R. V. WAYNE, President 
ol San Francisco Los Angeles Write for Circular on WAYNE CLOCK SYSTEM 
cI N CIN N ATI PHILADELPHIA, PA. 
1ues A RRITOR 4 Dependable and Prompt Service. Compl 
: : : ; ; plete Coverage 
the ge Cee ert ae Bee Se tet Meerhane ent ~ esteem hereon Machen, Sesion 
“4 CINCINNATI DISPLAY SERVICE uaranteed. References from Nationa vertisers. 
Seg 603 So. Ohio Bank Bldg. Cincinnati, Ohio THE S. J. HANICK COMPANY : 
Vest Representing Window Advertising, Inc., New York City y25 Cherry Street S. J. Hanick, Mgr. + 
ger ‘ne 
‘ars, J. Duncan Williams Joseph H. Marshall INDIANAPOLIS, IND. 
ick” “We : Complete Coverage for National Advertisers. 
oy Williams-Marshall Displays Y Fire Insurance Carried for Your Protection. 
will water Ditay At THe Bost ; WEBER’S PIONEER DISPLAY SERVICE 
aie. = paigges leper aear sepees : cuenae Fred W. Weber, Manager 
1ndow ispla counsel; esignin 1 manutacturer . % 
products fot’ totail use; a Giaier diatasaeedin with Sie-tiee Office: 29 Kentucky Avenue 
windows for photographing, set-ups, etc. Warehouse: 113 S. Capitol Avenue 
aels SOUTH CAROLINA CORNING, N. Y. 
[an- a Neighboring Terri: AND SURROUNDING TERRITORY 
Jan. ee ee Window Display Installations That Sell—Painted Road 
men Window Displays for National Advertisers Signs That Get Results—All Contracts Completed on 
nere Attractively Placed Time—Correspondence Invited. 
lone Efficient and Rel’able Service—Tel. 4448-J. SOUTHERN TIER DISPLAY SERVICE 
y & HARRY W. WATERS, 202 Otis Ave., Greenville, S. C. 4 W. Market St, Corning, N. Y. 
dis- i pas , 

NEW ORLEANS PE steak jee. cast | 
ey This Big and Prosperous Southern Market Window Displays and Campaigns Executed With 
nlay Including Alexandria, Baton Rouge, New Orleans, Lake Dispatch and Effectiveness. 2 
oe” Charles. Lafayette, Monroe and Shreveport R. J. STIENS CO. 

Window Display and Service Department R Sti M 
fe S. R. Wilson, Manager w 46 Cambridge Building, eae Cincinnati, Ohio 
red I. L. LYONS & COMPANY, Ltd. : 

h FOX VALLEY—NORTHERN ILLINOIS uv 
we Complete Window Display & Distributing Service A territory in Northern Illinois just chucked full of prosperous 
<. for National and Local Advertisers cities and towns, eager for better window displays. 

an BINGHAM DISPLAY ADVERTISING SERVICE 
vers WICHITA, OKLAHOMA CITY AND TULSA At Your Service ..... We Know How! 

and Surrounding Territory — ul Professional Building 
Southwest Display Service ELGIN - - ILLINOIS 
108 S. Washington Ave. Wichita, Kansas “Elgin WATCHES :-: :-: Bingham’s Displays” 
ra 
test, | 
: : | 
Display Services--This Is Your Market Place 
ally 
: . Place an ad here and establish the identity of your service in your city 

the with the largest users of window display installations. 
new . 
nish The cost is very nominal and all are given equal representation, be- 

de- : 

oa cause only one-inch space can be used. 
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Gauging An advertiser outside the drug field in 
Campaign commenting upon employment of in- 
Effects stallation concerns declares that the re- 


turns from their efforts have been diffi- 
cult to estimate because of the wide range of difference 
in standing’ and stocks among the stores in which the 
trims were placed. This interesting revelation of the 
pain still being undergone in adjusting the mechanics 
of display to the requirements of the advertiser 
demonstrates that all national services have not yet 
adopted the methods followed by the leaders of the 
profession in dividing the windows at their command 
into lists based upon store’s relative importance. 
Drug manufacturers and producers of specialties 
for drug stores have made it imperative that the serv- 
ices supply them with appraisals of the stores in which 
their material is installed. From this it has been easy 
for the manufacturer to determine just what class of 
buyer is being reached, and to gauge the display serv- 
ices. Available dealer windows have been divided into 
three groups embracing the top notch, intermediate and 
lower types of stores. Thus it has become possible for 
the advertiser to contract for windows to be supplied to 
any of these divisions choosing the first, second, or 
third group, at his option. This gives him an op- 
portunity to reach just the class of store he is inter- 
ested in and to confine his demonstration to them. 





The Right You can’t measure water with a dry 
Sort of measure. It is metered by the gallon, not 
Gauge by the bushel. It is just as difficult to 

gauge the worth of a display by the mat- 
ter of fact appraisal of an editor, unless he happens to 
be an authority on the subject. The best way to deter- 
mine relative excellence is to submit competitive 
achievements to the critical inspection of an expert in 
the line. This is as true of display as any other trade 
or profession. Notwithstanding this the editor who 
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Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
month of date of issue. All photographs reproduced become the property of the publishers. 
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would instantly disclaim competence to pass upon the 
soundness of a legal brief or a medical treatise will 
accept the responsibility of judging a national window 
contest without batting an eye. 

Windows are designed to catch the attention of 
the passer and are therefore subject to the public’s 
appraisal. But the technique of the trimmer and his 
execution of the scheme prepared for the presentation 
are as much beyond the ken of the onlooker as the 
craft of the stone or marble mason. Why literary 
men adjudge themselves fitted for the task of weigh- 
ing the relative values of competitive displays, there- 
fore, is almost beyond understanding. 

However, they seldom experience any difficulty in 
assuming the role and, as arbiters of competitions in 
which displaymen unfold the results of much research 
and ingenuity, hand down decisions that often are 
ludicrous. 

Window men are not architects or carpenters. 
They hold a place in modern life that is recognized 
asa calling. They are entitled to the same rights that 
all established professions and trades command. Jus- 
tice demands that their efforts be judged by a jury 
of their “peers,” outstanding displaymen who have 
traveled over the road by which the aspirant climbs. 





Should Style is not a haphazard creation coming 
Work up out of a clear sky, but on the contrary 
Together develops logically from preceding vogues 

casting its shadows far ahead. So say nu- 
merous style authorities, 

Under such advice, it would seem that the guidance 
of the stylist or a self-gained acquaintance with style 
fundamentals and outcroppings should ke of the ut- 
most value to the displayman. There is room for both 
stylist and displayman and ample reason for their 
cooperation. It is the task of the organized display 
movement to make the effecting of this alliance easy. 
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THANKSGIVING—and then 
Christmas. Are your Show. 
Windows and Display Cases 
ready for the big job ahead? 


CHECK over their lighting facilities today. 

Don’t sacrifice their attention-getting value 

and sales-pulling power. LIGHT THEM 
WELL WITH Sterling EQUIPMENT. 


Sterling 
Flood-O-Lite 





No. 650 
A small compact unit for display cases. 
Produces a beautiful, brilliant light. 
Does not obstruct the view. Guaran- 
teed for service and satisfaction. 


Sterling Color-Lite 


No. 3022 


For Flood and Spot lighting 
displays in windows and in- 
teriors. Combination base per- 
mits installation on wall, ceil- 
ing, or transom bar or may 
be used on floor, counter, or 
ledge. Furnished complete 
with 5-ft. cord, separable at- 
tachment plug, four color films 
—red, amber, blue and green— 





No. 125 


Color-Lites are used with Sterling 
Flood-O-Lite Jr. and some types of 
Sterling Reflectors. They are made of 


n al _ x : : ; 
peed — $ .00 gelatin films in red, amber, blue, and o ee Sees oe home 
Complete green. Not inflammable. Improved a [[] Show Window Lighting. 
See holders guard against films falling on “ao Display Case Lighting. . 
Without Color-Lites, $12.50 merchandise. 4? C)Spot & Flood Lighting 
e a ? [_] Color-Lighting. 
Reflector & Illuminating Co. yee tae i Bee 
Manufacturers & Engineers J yy PORES aie. 
1403 Jackson Blvd. Chicago, U. S. A. a 
rn Me oP ce eles wd gd 5 ao espe pe EY Arey pees 
REPRESENTATIVES IN ALL PRINCIPAL CITIES oo 
A DARDS iat on re ete eng ae <] 









Sterling Show Window Reflector 
Sterling KAS-Lite Jr. 7 


This is the Reflector that has proved Pa 


its 
the 


stores. 
flector for your displays. ¢ 


Mail This “ 
Coupon => 


ENDURING 
LUSTRE 


Made tn 
CHICAGO 










REFLECTOR & 
ILLUMINATING 


Y 





















value in the show windows of .¢ 
country’s largest and finest .¢ 
It will prove a fine Re- Pe 

Pa 

¢ 


* 
? 


Ps Reflector & 
¢ [Illuminating Co., 
oe’ _ 1403 Jackson Blvd., 
of Chicago, U. S. A. 
? We are interested in better 
¢ Display Lighting. Please send 



































Exemplifying types of lumber—A booth at a lumber- 
men’s convention. A wainscoting shows most of them. 


E HAVE NOT created or adopted a stand- 
ard window display and doubt if any other 
lumber manufacturer has. Lumber, in- 
trinsically, does not lend itself readily or 

economically to display as do smaller articles and 
finished products. Time and again we have had dis- 
plays and our dealers have had displays featuring 
some of the Long-Bell lumber products, such as doors, 
sash, frames, creosoted posts, and oak flooring, but in 
every case they have been built for the occasion. Per- 
haps the most outstanding of these creations have 
been booths for expositions. In these a high measure 
of ingenuity has been revealed. 

As illustration is a booth at a lumbermen’s con- 
vention in which we featured Grainart, Douglas Fir 
lumber, and wall panels. The door seen is a new 
product, the Long-Bell King Door of California white 
pine. A four-reel motion picture was used showing 
Long-Bell lumber operation in the Pacific Northwest. 
The design of the booth was simple and far from pre- 
tentious, but the use of the wall panels to exemplify 
the uses of Grainart demonstrated the decorator’s ca- 
pacity to adapt his display to limitations of his wares. 








Woods and finish presented artistically at a tradesmen’s 
- gathering. 
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Conventions --- Pageants --- Exhibits 


‘Decorations 


How the Long-Bell Company Copes With the 
Problem of Dealer Displays 


By H. C. SMITH 


Advertising Department, Long-Bell Lumber Co., 
Kansas City, Mo. 


An exhibit of lawn furniture at a similar conven- 
tion proved its capacity to win attention with a mini- 
mum of decoratives through the appeal of its rustic 
features. The smilax-twined trellises, the picket fence, 
the simplicity of the lawn furniture jointly expressed 
a differentiation from the customary booth exhibit 
which found instant favor with the spectators. 

Common lumber runs into dimensions that thwart 
display of the full-sized pieces. How to attack the 
problem of presenting its features to the throngs of 





A group of building models always available in part to 
Long-Bell dealers. 


passers ai a show is a problem. An attempt to cope 
with its interesting, if discouraging handicaps, was 
made in another show where the back of the booth 
was covered with specimens of various woods formed 
into a sort of wainscotting. Lumber products, such 
as creosoted fence posts. Gra‘nart and oak flooring 
were introduced to provide a finishing touch. At each 
side of the rear of the booth was a large panel bear- 
ing pictures of Long-Bell lumber manufacturing 
plants and operations. 

One of the most popular display innovations that 


~ we have tried is a model farmstead. This and other 


miniature house and barn models are very well liked 
by our dealers. The farmstead is too large for the 
average window, but the units included in it are kept 
in almost constant circulation for window exhibits. 





METAL PAPERS FEATURED 
The Murdison Company, Inc., New York City, large dis- 
tributors of decorative papers, has just introduced two 
unusually effective metal papers in plain silver and copper 


_finsh. They are especially adaptable for producing the modern 


metal effects so much in vogue at present. In addition to 
these new metal numbers, a number of new decorative papers 
have been announced. 











(F: 


a 
a scr 
ideas 
7 
son C 
is low 
ing ] 
place 
ideas 
shoul 
shoes 
and 
shoul 
(phot 
holid: 
these 
the i1 
woulc 
differ 
M 
suitec 
filed 
ona 
I 
moun 
fit in 
I 
shoul 
elabo: 
box i 
moda 
accon 
cover. 
I 
you h 
inch 1 
insert 
sidere 
- 
2. 
SO ea 
3. 
“anno 


100 sI 


cessib 












ts 


en- 
ni- 
tic 
ce, 
sed 


bit 


art 
the 
of 


to 


ope 
was 
oth 
ned 
ach 
ing 
ach 
ar- 
ing 


hat 
her 
ked 
the 
ept 


dis- 
two 
yper 
lern 
1 to 
pers 











October, 1929 







An exhibition of lawn furniture which proved so inter- 
esting that no decoratives were needed. 








How to Organize a Display Scrap Book 


Arranging Listings of Pertinent Subjects; Indexing 
and Classifying 
(From the Weekly Bulletin of the Portland, Ore., Display Club) 


T= most interesting news that has come in so far is about 

a displaymen’s “Morgue,” or in other words, his idea of 
a scrap heap. There are several ways to keep this stock of 
ideas and suggestions for windows, cards, etc. 

The one we dwell on this time is the scrapbook. A per- 
son can buy a scrapbook made up, for a small amount, which 
is loose-leaf and has pages spotted with dry glue for past- 
ing pictures, notes, ideas and suggestions in their proper 
place. The book can be indexed as to the classification of 
ideas. For instance, in men’s wear—suits, hats, shirts, etc., 
should be included. In women’s wear—coats, dresses, hose, 
shoes, millinery, bags, gloves, etc.; or if it is a file for ideas 
and suggestions for backgrounds and posters, the index 
should be something like this: Scenic (sketch); scenic 
(photo) ; fashions, modern art, cartoon; features (to take in 
holidays, old fashioned suggestions, etc.) Also each one of 
these individual sections in the book can be indexed to suit 
the individual; for instance, in the modern art section there 
would be quite a variety of things which would come under 
different headings, for this new art is used in everythinz. 

Now we will take up the file morgue. This file may be 
suited to individual taste, for instance the clippings may be 
filed loose in regular file folders, or they can be mounted 
on a convenient size cardboard. 

If one,has a mirrorscope it might be a good idea to 
mount these clippings or sketches on a card that will easily 
fit in the machine. 

In case the file folders are used, the index of the file 
should run about the same as the “Morgue Scrapbook.” An 
elaborate file case is not at all necessary, even an old apple 
box is good and about the right size. This box will accom- 
modate a regulaticn 9x12-inch file folder and the folders will 
accommodate any size sketch or drawing up to a magazine 
cover. 

In indexing the card style file, cut as many cards as 
you have departments with one end higher by about one-half 
inch than the regular folders. Then the index dividers can be 
inserted anywhere one wishes. This card style file is con- 
sidered the best for several reasons. 

1. Your ideas are indexed in loose-leaf style. 

2. They are mounted, so cannot become torn cr soiled 
SO easily. 

3. Any number of cards can be put in one section which 
‘annot be done with the folders (one folder holds less than 
'(00 sheets of ordinary paper. 

4. You have all your ideas in one catalogue, easly ac- 
cessible. 
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For Holiday Displays — 
Timberlake Fixtures 


= No. 996—Hosiery Display Stand 


(Left)—A popular-priced number 
which allows hosiery to hang from 
loop at top in a fan shape, drop- 
ping down over curved bottom 
section in an attractive manner. 











No. 1100—Hosiery or Bead Dis- 
play. New and all-purpose in 
design. Fancy cast base with 
cast ornament on upright, and 
adiustable upright. A wonderful 
value. 


WRITE FOR CATALOG 





Manufactured Only By 


J. B. TIMBERLAKE & SONS, Inc. 


JACKSON, MICH. 

















Metal Lustre Papers 


In Rolls, Plain or Embossed; Red, Silver, Green or Gold 


ENTIRELY NEW for 
HOLIDAY WINDOWS 


METAL LUSTRE STRIPS 
Mounted on Heavy Cardboard 


One, Two and Three-Inch Widths 57” Long 
Seasonable Papers, Borders, Flowers and Materials 


Samples Upon Request 


Duane Display Accessory Co. 


144 DUANE STREET NEW YORK, N. Y. 
SEE ADV. ON PAGE 77 

















Santa, the Animated Builder 
of Good Will 


An exclusive economical animated Christmas Dis- 
play with good-natured life-like expression. The 
Santa Claus that talks to the kiddies and puts the 
grown-ups in a cheerful spending mood. 


CHARACTER DISPLAY CO. 


3249 N. Herndon St. Chicago 











G Electric Turntables 


Double Store Window Sales at Slight Cost 


ALL KINDS AND SIZES 
Cash, Rent Trial, or Deferred Payment 


ELECTRIC WINDOW SALESMAN CO. 


46 Cornhill, Boston, Mass. | 























USE THE OPPORTUNITY EXCHANGE AS 
YOUR WANT AD MEDIUM 











j] Fixtures---Show Cases--- 
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ANGER BROTHERS’ new million-dollar 

home, five stories and a basement, extending 

100 feet on Houston and Throckmorton 

Streets and 200 feet on Fourth Street, was 

presented to Fort Worth and its trade territory in 
formal opening recently. 

An afternoon and evening style show, living model 
parade and continuous orchestra concerts entertained 
the thousands who visited the store during the opening 
hours. For those who could not attend in person the 
opening was presented by radio. Programs were broad- 
cast from the building both afternoon and evening 
through Station WBAP. 

Chester L. Jones, president of Sanger Bros., Inc., 
and other officials of the corporation were special guests 
of the Fort Worth store for opening. 

Eli Sanger and E. P. Simmons, accompanied Jones 
from Dallas. W. W. Simmons, Jr., general manager 
of Sanger Bros. at Wichita, Kan.; J. R. Denny, general 
manager of the Waco store; a number of department 
heads and others of the organization of the Waco, 
Wichita and Dallas institution were present. 

Other special guests included: J. E. Chastain, mer- 
chandise manager of Brown-Duncan, Tulsa, Okla.; 
W. P. Byrnes, sales manager of Thomas G. Plant Co., 
Boston; D. M. Burses, Marshall Field Co., Chicago, 
and J. Henry Burnett, sales manager of the Corticclli 
Silk Company, St. Louis. 

A number of other representatives of important 
wholesale and retail institutions in various sections of 
the United States signified their intention of being 
present at the opening if business permitted. 

Civic importance of the opening of the new building 
was recognized by the participation of a number of 
representative men and women of Fort Worth in the 
radio programs. Speakers included: Miss Anna Shel- 
ton, president of the Woman’s Club; R. H. Wolfe, of 
the Antoinette Tillar Trust. which erected the new 





The west half of the third floor, where appurel, shoc and nullinery departments are located. 





building; Wyatt C. Hedrick, whose firm designed the 
building, and others. 

Jones, Sanger and E. P. Simmons extended greet- 
ings and congratulations on behalf of the out-of-town 
members of the Sanger “family.” 

Every department of the store, from basement to 
roof, was in gala attire for the opening, and the public 
was invited to make a thorough inspection. 

Two of the new building’s extra service attractions 
had a real test at the opening. These were the “manu- 
iactured weather’’ system and the high-speed elevator 
service, with “oversize” cars that are controlled by a 
self-leveling device. These two features will do away 
with any discomfort that might accompany the crowded 
attendance of such an occasion as the opening, under 
ordinary summer-time conditions. 

The style show was held on the third floor, the 
women’s wear floor. The Michael Cooles Orchestra 
played during both after noon and evening, and ampli- 
fiers on every floor carried the concert throughout the 
building. 

The fifth floor houses the general offices, the rug 
and drapery department, the employees’ rest room and 
the assembly room. The entire fourth floor is devoted 
to furniture and radios. The women’s and juniors’ 
ready-to-wear, coats, furs, sports attire, shoes and 
millinery departments are on the third floor. The 
women’s lounge and rest room is also on this floor. 

On the second floor are the piece goods departments, 
patterns, notions, sanitary goods, women’s underwear, 
negligees, robes and corsets, and infants’ department. 

The west half of the ground floor is devoted to the 
men’s and boys’ departments, with entrance on Throck- 
morton Street. In the center are two “bargain 
squares,” and the Houston Street side contains the 
hosiery, glove, jewelry, toilet goods and lace depart- 
ments. Basement departments include paint and wall 
paper, and several bargain departments. 
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To the DISPLAYMAN The individual window with 

all display footage adjacent 

‘ to sidewalk has unlimited 
sales power. We recommend 

it for practically any type of 

it to merchandise. If interested, 
write for book showing 
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Displaydom’s Episodes 





One of the fur windows installed by Abraham Cohen. 


WIGHT FRANKLIN, famed for his small statues of 

pirates and for his original use of miniature groups to 
tell a scientific story graphically in museums, has just taken 
his first step into commercial window display art. 

For Kaskel & Kaskel-Dunlap, haberdashers and hatters, 
he has modeled a miniature Beau Brummel to be exhibited in 
the windows of its two shops in New York, two in Chicago 
and one in Palm Beach. The statuette is cast in plastic wood 
from the original in wax, and is hand colored to show the 
honey-red hair, the florid face and the early nineteenth cen- 
tury finery of George Bryan Brummel, greatest of dandies. 
The Beau stands, long cane in his left hand, tall grey beaver 
hat in his right, in an attitude of insolent grace, half turning 
his back on the beholder, gazing with a twinkle of amused 
interest at a billboard hanging on a quaint wrought-iron lamp 
post. A card advertising hats or haberdashery can be changed 
at will. Only four copies were made. The original is to be 
exhibited later in a New York gallery. 








Fall trim 
prepared for the 
Truly Warner 
chain- by 
Louis V. Silver 
New York. 
Color schene, 
copper and 
bronze; floor, 
reddish-brown. 



















Mr. Franklin took the facial likeness of Beau Brummel 
from a miniature painted by John Cook, a contemporary. A\l- 
though the Beau habitually dressed in black, relying upon the 
superb fit.and utter fastidiousness of his apparel rather than 
on bright colors, rich materials or costly jewelry to achieve 
his effects—indeed Lord Byron once remarked that there was 
nothing remarkable about the man’s dress “except a certain 
exquisite perfection”—Mr. Franklin has put him into a pluin- 
colored tailcoat. This coat was the first of that cut, designed 
by Brummel, who thereby set a style that endured for forty 
years. The skintight black breeches are set off by gaiters in 
perpendicular black and white stripes; the buttons on coat 
and waistcoat are golden, the frilly stock white. In this garb 
the Beau might have been on his way to visit his patron, the 
Prince of Wales, later King George IV, whose friendship 
he lost when he remarked audibly to another dandy, “Who’s 
your fat friend?’ For one daring line, neither witty nor 
funny, Brummel died poor, in social exile, but his name will 
live as long as it takes nine tailors to make a gentleman. 





eo. succeeds like success and nothing has counted 

so keenly for the success of our established August fur 
sale as the fact that we have always convinced the shopping 
public that fur prices really are lower here in August and 
that also they get first choice of quality and workmanship,” 
says Abraham Cohen, display manager for the Woman’s 
Shop, Springfield, Mass. This was in relation to his latest 
August fur windows in which he used quantities of silver 
cloth trimmed with nickeloid. An illustration of the trims 
is seen in the accompanying plate. 





tease vogue for English eighteenth century furniture has 

greatly increased the past three seasons. The heavy type 
of overstuffed furniture is decreasing. The Spanish and 
Italian, except in certain local communities for that type 
where it fits in with the architecture, is less important than 
it was,” said A. B. Chalfant, associate of Amos Parrish & 
Company, in discussing furniture and home furnishings 
before the Amos Parrish Fashion Merchandising Clinic at 
the Ritz Carlton Hotel, New York City, on August 7. 

“The ensemble theme is more important than ever before 
in home furnishings. Women are now buying furniture in 
groups rather than individual pieces, in order to get ensemble 
effects. 

“They select a table and a lamp to go with a chair, or a 





Valances and 
panels in copper 
and bronze; 
cards on wood 
veneer paper. 
Boxes are of 
modern design 
and “Style Twin” 
hats have copper 
frames. 
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One of Roeder’s Spanish exposition windows. 


chair, table and lamp to go with a sofa.. Desks, mirrors, 
pictures and screens are frequently bought in groups. 

“Lamps are used in larger numbers in most all rooms, 
due to the vogue for the ensemble. 

“Draperies must be carefully chosen as to color and de- 
sign to go with the furniture to be used for this reason: 
draperies in different period patterns are having a larger 
popularity than the nondescript patterns. 

“In china and glassware, the interest in the modern fashion 
is much more noticeable than it is in furniture. Much of 
the new china in design and color is very beautifully done 
in a restrained modern way.” 





Arthur W. Colen, president of Artco Advertising, Phila- 
delphia, reports the manufacturer of an ultra-modern travel- 
ing display for Frances Denney toilet preparations which will 
undoubtedly win the enthusiastic approval of displaymen in 
department stores and large scale drug stores. 

This display is entirely of nickel plate and frosted glass, 
and the steps are finished in black velvet. The small manne- 
quin is clothed in a modern creation and is holding a blue 
feather fan in her hand. In back of the figure, is a parch- 
ment painted background which is illuminated from behind. 





The traveling Denney display made by Artco. 


Lights illuminate the shelves upon which the merchandise 
is placed. This display is now traveling the country, being 
shown in the major department stores and specialty houses. 
Spanish posters inspired August Roeder, display man- 
ager for the William H. Block Co., Indianapolis, to create a 
showing of apparel trims dedicated to the great Spanish- 
International Exposition conducted during the year at Bar- 
celona. They were all carried out in high colors matching 
the posters. The backgrounds were made of wood and metal 
with all wood and metal furniture and fixtures and caused 
vuite a few favorable comments. 
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PAGES OF 
CHRISTMAS 
IDEAS for 


Signs, Posters, Show 


Cards, Store Front Stunts 
IN THE OCTOBER 
SIGNS OF THE TIMES 


FEATURING 


ENLIVENING CARDS WITH COLOR— 
By H. C. Martin 

“BUILDING” SHOW CARDS FOR 
CHRISTMAS—By B. W. Holland 

HOLIDAY STORE FRONT DISPLAYS 

THE WINDOW DISPLAY OF TODAY— 
By Morris M. Einson 

SEASONAL HOLIDAY SHOW CARDS— 
By L. E. Summerton 

POSTER ART MODERNE—By George C. 
Ebbert 

THEATRICAL POSTER ART FIELD 
GROWING—By Charles H. Harris 

A POSTER CREATION BY JOHN WHIT- 
COMB 

THE PROCESS PLANT OF TOMORROW 
—By Bob Bedford 

PRODUCING HOLIDAY PROFITS—By 
E. Thomas Kelley 

DECORATIVE HOLIDAY DISPLAYS— 
By G. R. LaWall 

DECKING THE CITY FOR SANTA—By 
Wm. J. Rueff 

CHRISTMAS DISPLAYS IN PARIS—By 
Edward N. Goldsman 

CHARACTERIZING YOUR CHRISTMAS 
CREATIONS—By Duke Wellington. 


And Page After Page of the Finest Xmas 
Show Cards 


SUBSCRIBE NOW! 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES October, 1929. 
Cincinnati, Ohio 
Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year ($3.50 in Canada). 
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Variety in Lettering and Color 


Products of a Quartet of Cardwriters Reveal the Ranges of Style 


ARIETY of style both in lettering and color 
is visible in the group of cards that is pre- 
sented in the accompanying plate. Repre- 
sentative of a number of designers these 

compositions reflect the personality and the prefer- 

ences of the fashioners in an interesting way and 
demonstrate the wide difference in effect possible in 
interpretation of the same ideas. 

In the upper tier the first example is the product 
of Leo B. Pence, Portsmouth, Ohio, most of whose 
work is done for clothing and furnishing concerns. 
There is a strong masculine appearance to his letter- 
ing and his pictorials are also produced in a strong, 
vibrant fashion. The board is a mottled violet with 
lettering in white, the capital in “New” being in 
orange. The pictorial is executed upon a field of 
light gray streaked with white to represent. clouds 
and the house is in yellow orange with the chimney 
and roof in red orange. The patch of verdure in 
front of the house is, of course, in green. 

“Style Week” is another Pence card. Here is a 
light blue board to which an oval in dark blue with a 
white border has been appliqued. “Style Week” is 
on a panel similarly colored. The five small squares 
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Possible in Expression of Equivalent Messages 








ird cards in the top tier are by Leo Pence. The second ts by Donald Kester, and the 


fourth by Charles Allen. All of the lower tier are by Donald Springer. 


which halance the layout are appliques of canary bor- 
dered in black. Red, yellow, and purple are worked 
into the flowers that set off the oval. 


Donald D. Kester, display manager for Selber 
Bros., Shreveport, La., fashioned the second card, 
“Clothes for little young men.” On a gray-mottled 
board he has outlined a bell-shaped enclosure for his 
lettering, bordering it in bronze. Black triangles at 
top and bottom are bordered by inch-wide stripes on 
which thin lines of canary have been striped in paral- 
lel. Cutting them off from the center of the card are 
light lines of black also in parallel. 


The fourth example is the “Spring Fashion Re- 
vue,” by Charles Allen, cardwriter for Oransky’s, Des 
Moines, Iowa. This is.a thoroughly modern version 
of lettering and coloring. Against the delicately tinted 
green surface the designer has built up two silver 
triangles, one appearing at the right top corner, the 
other half way down the left side. Cutting them off 
from the center of the card are two rays in a cream or 
flesh tone. Below the small silver triangle is a border 
of pea green. The lettering is in ultra dark green 
accented with black. 
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The four cards in the lower tier are products of 
Donald Springer, display manager for the Jackson- 
ville, Fla., unit of the Porter Clothing Company. The 
first in this series is on a reddish brown surface, the 
principal panel being worked up with vermilion. The 
decorative angles around the panel are in yellow 
orange and light brown. 


The second unit is on a dark brown board with a 
center panel encased in an indigo blue border which 
is also used in triangular decoratives. Outside the 
panels are broad stripes of light brown. In the third 
card is an instance of greater variety, a green mottled 
board bearing a panel, outlined in bronze. Three 
parallel stripes of black formed artistic relief for the 
top. Around the edge of the cutout section was a 
broad flare of light brown echoed at the base in a 
similar stripe raised from the center of the base. The 
small lettering is altogether in black. 





CHRISTMAS VS. MODERNISM 


Christmas decorating does not necessarily mean adhering 
to old ideas. It’s true that wreaths and garlands seem to be 
most effective for Christmas decorative treatment, but why 
not a new approach? Cameron & Co., 209 South State Street, 
Chicago, always modern and original, are featuring natural 
pine cone wreaths finished in red Duco or green metallic. 
The various sizes available offer unlimited possibilities. for 
planning modern geometrical arrangements for young dis- 
plays. A very unusual offer is now being made. With every 
purchase of Christmas decorating material the purchaser will 
receive upon request and free of charge an original modern 
window design of wreaths and garlands made to fit his own 
particular specifications. You are invited to take advantage 
of this splendid offer. 
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STATEMENT OF OWNERSHIP, MANAGEMENT, 

CIRCULATION, ETC. ° 
required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for October, 1929. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
the Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, etc., 
of the aforesaid publication for the date shown in the above caption, 
required by the Act of August 24, 1912, embodied in section 411, Postal 
Laws. and Regulations. 

1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Chas. R. Rogers, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. © 

2. That the owners are The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; Maude 
Menefee, 3521 Raymar Blvd., Cincinnati, Ohio; Stella Silverblatt, 729 
S .Crescent, Cincinnati, Ohio. 

3. That ‘the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders; if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary: relation, the name of the person or corporation 
for whom such trustee is’ acting, is given; also that the said two 
Paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds, or other securi- 
ties than as so stated by him. 

NATHAN SILVERBLATT, Secretary. 

(SEAL) 

Sworn to and subscribed before me this 3rd day 
of October, 1929. ELIZABETH WILSON, 
Notary Public, Hamilton Co., O. 
(My commission expires December 1, 1931.) 
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The above illustration is a black and white reproduction of 
one of our new modernistic designs for Christmas Display 
cards. The original designs are printed in four harmonious 
colors on a high-grade super-quality 6-ply stock. 





DAILYS 
CHRISTMAS 
DISPLAY CARDS 


AS PRETTY AS AN OIL PAINTING 


Send for my folder illustrating all designs in Daily 
Christmas Display Cards. Display cards that will 
lend punch to your appeal, beauty and the spirit of 
the season to your displays. 


CHRISTMAS DISPLAY CARDS by Daily will 
guide more holiday dollars into your store. 


Bet L Datlyw 


he House of Pertect Strnke Brushes 
DAYTON, OHIO. 










Send in the coupon 














BERT L. DAILY, 
130 E. Third St. 
Dayton, Ohio. 


Send me your folder illustrating 
Daily’s Christmas Display Show Cards. 
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Cards That Bespeak Ware Quality 


~An Indianapolis Card Writer Adopts a Modern Style 
of Penned Card That Proves Pulling 


By W. M. RANSDELL 
Display Manager, L. Strauss & Co., Indianapolis, Ind. 


E are now using a style of card that is entirely 
unlike any thing that has appeared in our 
windows heretofore. In layout and in style 
it is far removed from what has gone before 

and has proved highly successful as a display ac- 
cessory. 3 

Made by S. H. McDaniel, cardwriter of the L. 
Strauss organization, these cards have inspired so 
many compliments that we believe DISPLAY 
WORLD readers will find them interesting. 

In common with a great many other cardwriters 
who wish to impart a feeling of refinement and dis- 
tinctiveness to their products, McDaniel has swung 
to use of the pen. By doing so he does not renounce 
the brush or seek to discredit it, but seeks an avenue 
of escape from the ubiquity of the painted card. When 
a product is so good that it is imitated everywhere, the 
craftsman who would have his work stand out must 
forsake the good old style and find another. This is 
what our cardwriter is doing. 

It will be noted that the attractiveness of his cards 
rests upon unusual lettering set off by a minimum of 
decorative effects. The group illustrated here makes 
use of small circles as enclosures for the price and 
small lettering. At the left of each board is a panel, 
in two instances consisting of parallel perpendiculars 
bordering a broad stripe of light green. In the third 
the panel is a netting of pen work. 





Chicago Monthly Display Review 
(Continued from page 13) 

The Wabash Avenue windows which are devoted to the 
display of interior settings, furniture, art, ornaments, in- 
terior decoration, draperies, clocks, rugs, etc., likewise pre- 
sents a new series of displays in keeping with the opening of 
the new season. The windows have the appearance of ad- 
joining rooms in the home or apartment, each of which is 
treated with the appropriate interior decorations, furniture, 
rugs and all the details that go to make the perfectly ap- 
pointed home. 
© ark back to State Street for the moment, a descrip- 

tion of the corner window at State and Washington 
Streets may be of interest. The background is of pale green 
tint and constructed with a jutting wall extending from near 


Unusual lettering and composition give desired distincliveness to this group of penned cards by S. H. McDaniel. 














the rear center out toward the corner pilaster, thus dividing 
the usual space into two separate compartments. The one 
facing State Street shows a series of three steps leading up 
to an alcove recess in the rear in which is placed a modern- 
istic representation of a vanity dresser with panel mirror. 
One figure is placed on this elevation while two others are 
standing on the floor. A small display window is set in the 
background wall at the left of the alcove and in the north 
wall near the glass. The background finish of this small 
window is in shell pink and a beautiful white fur trimmed 
wrap is displayed therein with some small accessories that 
complete the necessary ensemble for a pale pink evening gown 
displayed on one of the figures placed nearby. The two other 
gowns featured in this side of the large window are in white 
and all three of them are of ankle length with train. In the 
rear of this display and against the jutting wall is placed a 
combination glass display case and table—this being of 
special design in keeping with that of the window background 
and setting. A vase of flowers, the petals of which resemble 
mother of pearl is placed on the table end and perfumes 
are displayed inside the display case. 

On the Washington Street side a single gown is shown 
on a wax model standing on the floor. At the right and in 
the end wall another display window contains a wrap and 
severai smali accessories that complete the costume ensemble. 
This description is brief and wholly inadequate to do full 
justice to the consummate artistry here represented and re- 
vealed te those fortunate enough to have personally viewed 
the wonderful exhibit. 


Co. A. STEVENS had their opening display at the 

same time as that of Field’s, which was the first week 
in the month. Their island window, which is always their 
feature window, was the chief attraction in the fall display. 
It was comparatively simple in treatment, too. The decora- 
tive features consisted of a huge vase placed in the center 
of the large window and filled with live chrysanthemums in 
red-yellow-orange colors. Two smaller urns on tall wrought 
metal stands were placed one at each end of the large win- 
dow. The floor was covered with a light taupe carpet which 
added the necessary warmth for the display of beautiful eve- 
ning gowns and wraps of which there were six displayed on 
modern figures and two wraps draped from a standard to 
the floor. Each of the six gowns was in individual styles 
and different color. All were of the longer cut lengths. 
The two wraps were also quite distinctive, one being of pur- 
ple velvet and the other black velvet and each trimmed with 
white ermine collar. White fox throws, white beaded bags 
and long white gloves were the particularly noticeable ac- 
cessories used. 

ANDEL’S had their opening at an earlier date. At the 

time this was written, all of the State Street windows 
were devoted to a special showing of furniture and home- 
furnishings. The windows along Madison Street were like- 
wise devoted to showings of related merchandise such as 
hand-blocked fabrics for draperies imported from Germany, 
with some items of modern furniture in keeping with the 
German ideas and preferences in things modern for the 
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home. Another window suggested the modern bathroom with 
black tub and chromium fittings; black and white wall cov- 
ering; black and white bath chest; stool, rug, etc. Recessed 
wall shelves on each side of a vanity mirror were filled with 
bathroom toiletries. A black and white bench completed the 
ensemble. Another window showed the modern idea accorded 
‘o a small bedroom with cubby-holes in the walls behind panel 
doors. 

The main windows along State Street, however, were of 
special interest and concern. At the corner a combination 
one-room apartment was suggested. The walls were of 
paneled walnut wood with recessed bookcase in the wall. 
fhe paneling was done with curved lines. Sconces centered 
in the side panels added to the effect. Sitting room furni- 
ture consisting of writing desk, table and lamp, small settee, 
lounge chair and a couple of straight chairs were arranged 
in logical order. At one end of the small window space, a 
curtained nook revealed the bed covered with fancy spread 
and four pillows similarly covered, thus relieving the room 
of the bedroom appearance. 

Another window contained a special display of Duncan 
Pfyfe dining room furniture with walls and curtains and 
crystal glass in keeping. Two dummy windows provided the 
opportunity for showing the rose silk curtains to blend with 
the rose velour upholstery on the seats of the chairs. The 
wallpaper was in light yellow and gray figure design. 

Adjoining this, and flanked on the other side by a dining 
room setting carried out in the rare old Directoire period, 
was a modern living room with modern furniture depicting 
the desirable effect of “horizontal lines.” The furniture was 
upholstered in brown satin, and modern tube lighting effect 
was used. 


Oks FAIR had an early opening with new window back- 

grounds of modern line and color, not greatly dissimilar 
from the previous background treatment, still new in effect 
and therefore noticeable in that respect by home people. At 
the present time all of the windows around the three sides 
of the store are trimmed and placarded with merchandise 
and poster signs for the “Anniversary Sale.” Prices are 
shown on everything displayed and the values look worth 
while. The anniversary sale is always made one of the year’s 
big events at this store and usually results in an enormous 
volume of business. 

The Carson Pirie Scott & Co. opening was also an early 
one and no great change was made in the treatment of the 
window backgrounds. In fact, the same black velvet curtains, 
floors and the gold covered five-wing screens are still in 
evidence at this writing. The merchandise being featured 
is of current style importance and, as usual, made to domi- 
nate the effect of the window. Mr. Campbell continues to 
maintain the standards that have been a part and parcel of 
the Carson Pirie Scott window policy, with occasional in- 
dividualistic interpretations that break the routine. 





BLICK’S CHRISTMAS DISPLAY CARDS 

Again this year, the Dick Blick Co. announce new Christ- 
mas display cards for department, clothing and specialty 
stores. They have six different 
designs from small price cards to 
11x14 display cards, all printed 
in from four to five rich Christ- 
mas colors. They have been the 
creators of these beautiful cards 
for a number of years and claim 
the most artistic and lowest priced 
line in America. 


Their cards are printed on ex- 
cellent quality pure white stock, 
the best of everything being used 
in production. They have just \\ 
issued an attractive folder printed in the exact colors and 
showing the six different designs. This folder will be sent 
free ‘to readers addressing the Dick Blick Co., P. O. Box 
437-D, Galesburg, III. 
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Specializing in Fancy 
Cardboard Products- 


666 Washington Blvd. ~ Chicago 
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Paasche Portable Electric Unit. 
Complete and capable of widest 
variety of work. Only $58.35. 


so 


Make. 
DISPLAYS THAT SELL 


HERES the new air-painting and lacquering unit 
that is doing display and sign work that sells. It 
doesn’t cost much, and you just plug in on your electric 
light circuit and go to work. With it you can produce 
the most attractive displays and signs—even achieve 
those attractive paraloid finishes or the new metallics— 
easily, quickly, and at a low cost. This unit is compact, 
fully protected, non-clogging, and capable of paying for 
itself in a very short time. It’s a profit maker. 
Write for bulletins and complete information. 
FREE and Without Obligation. 
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1902 Diversey Parkway, Chicago, Illinois. 
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“PERFORMANCE PROVES PAASCHE SUPERIORITY.” 
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First See Watson’s 
NEW CATALOG 


io palentesse ordering more supplies for your display 
department send for our new, illustrated catalog. 
You will be surprised at the new low prices quoted for 
strictly high grade materials. You can save time and 
money by ordering direct from Watson’s. 


Orders are x filled and promptly shipped. 


Art of Decorating 
Show Windows 


Fifth Edition 
Postpaid $4.00 Net 


This is the most popular 
book ever written on the 
subject of window display 
of merchandise. Has 353 
pages, size 9x12 inches, and 
over 350 illustrations. Con- 
Write for Our tains 16 full colored back- 
New Catalog ground suggestions. 


GEO. E. WATSON CO. 


“The Paint People” 


164 W. Lake St. Chicago, Ill. 


Please send me your new illustrated catalog. 
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The F'ountain Air Brush 


For Show Card and Si ~ Writers 
Easy to Handle and in Order | 
Ask Any One of 20,000" sers 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 
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-S. M. MELZER COMPANY 


C. B. TRACEY, Sec and Treas. 
DISPLAY FIXTURES--METAL AND WoOoD 
IN THE MODERN ART 
Brass Grills—Brass Railings 


915 Filbert St. Philadelphia, Pa. | 






























GLOVE HANDS 

ade By 

Ever Ready Wood Working Co. 
Mfrs. of Display Fixtures and Glove Hands. 


808 East 5th St., New York City 
Write for prices. Jobbers Reply. 








Display Club Chronicles 








NEW YORK METROPOLITAN CLUB 
Reported By V. W. Sebastian, Publicity Director 


The big*Fall rally meeting was held on Monday, Sept. 
30, for which a fine educational program was arranged by the 
committee. Herman Frankenthal, who was active during 
the evening received congratulations on celebration of his 
thirty-third anniversary with B. Altman & Co., as display 
manager. lis assistants, “Sam” Ellis and “Gus” Ireland, 
have also been with him for that period of time. Mr. Frank- 
enthal explained how his department cooperates with the 
stylist in arranging their various displays of apparel, mil- 
linery, shoes and accessories. 

Fesolutions of condolence were passed on the recent sad 
death of William C, ‘Tormey, an active member and worker, 
who was in recent years display manager for Best & Co., 
the Hub Cicthes Shop and Abraham & Strauss. 

It was announced that New York City, Philadelphia, Bos- 
ton, Kansas City, Chicago and Atlantic City are all aggres- 
sively bidding for the 1930 I. A. D. M. convention, whose 
location will Fe decided upon by the executive board some 
time in October. 

Clement Driscoll of the Lace Manufacturers Association 
and George Gorman, former general manager of Abraham 
& Strauss of Brooklyn, N. Y., were the guest speakers of 
the evening. 

Arrangements for the grand annual ball of the New York 
Metropolitan Display Men’s Club were discussed in detail. 
This stellar annual event will be held at the Hotel Penn- 
sylvania Roof Garden on Saturday evening, Feb. 22, 1930. A 
record-breaking attendance is looked forward to, based on 
early reservations now coming in to the committee. of ar- 
rangements. 





INDIANAPOLIS 
Reported By A. Roeder, President 


Our last meeting, Monday evening, Sept. 30, was called 
to order at 8 p. m. sharp. Our opening was a prayer led by 
the Rev. Dr. Brown, after which he gave a short talk, and 
quite a few encouraging words about the progress of the 
display profession, even in the smaller stores. 

Mr. Nickerson of the L. Strauss Company also gave 
quite an interesting talk of things he did not know display 
men did. He also told of the progress made by the stores 
in supporting their windows more. 

Mr. Golder, a wax figure expert, showed us how they 
are made, and how to take’ care of them. 

There were quite a few topics discussed by almost every 
member of our club to help our club along and keep it one 
of the best. 

Before the meeting was closed, Mr. T. Wilcox presented 
his resignation as secretary, with his regrets, but said he 
would continue to do his best to help the club. 

Mr. L. White, formerly of the Wm. H. Block Company and 
now display manager of the Richmond Bros. Clothing Com- 
pany, was elected our new secretary to finish the year. The 
meeting as a whole was very successful and was closed with 
a prayer. 


ST. PAUL, MINN. 
Reported By O. W. Bennett, Secretary 


The first fall - meeting of the St. Paul Display Men’s Asso- 
ciation was one of the best we have ever had. The meeting 
was held in the Tower of Montgomery Ward & Co.’s St. Paul 
house. A splendid program was arranged by V. H. Jones, 
as follows: 

Dinner, Green Dragon at 6:30 p. m.; meeting called in 
Tower, 7:30 p. m.; short business meeting; playlet by W. L. 
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stensgaard; letters from President Everetts, W. L. Stens- 
caard and a paper by Mr. Kieffer, read by Mr. Grinden; 
chalk talk by Mr. Blyler; paper, “The Twelve Most Im- 
portant Points of Display,” by Mr. Grinden; figure draping, 
demonstrated by Mr. Munroe. | 

Several committees were appointed by President Buss, 
who spoke briefly on the work and importance of commit- 
.ces. Ward Waters was appointed chairman of the employ- 
ment committee, whose duties are to keep a list of all unem- 
»loyed members and a list of positions open locally, to assist 
in helping any member locate additional help or employment. 

H. G. Munroe was appointed chairman of the membership 
committee, whose duty is to introduce new members, keep a 
check on attendance, and secure new members. He will be 
ably assisted by Mr. Ullam and Mr. Nielan. 

The committee in charge of the next meeting is Mr. Nie- 
an, chairman; Mr. Ullam, Mr. Nelson and Mr. Kohler. The 
next meeting will be held at Mr. Kohler’s display rooms. 

The playlet given stressed the importance of merchandise 
tie-ups with national advertising. President Everetts’ letter 
was very interesting and dealt with the future of the I. A. 
D. M., which is growing and appearing brighter than ever. 
Mr. Stensgaard’s letter stressed the importance of dealing 
with “facts” and that it was easier to be critical than to be 
correct. 

The paper by Mr. Kieffer was headed “The Display Man- 
ager As Distinguished from the Window Trimmer,” a very 
direct article which hit the nail on the head more than once. 
Mr. Blyler gave a very clever chalk-talk, using different 
members and complementing them in many ways. 

Mr. Grinden brought out the twelve most important points 
of display under the three primary purposes of a good display, 
namely, to attract interest, arouse desire and stimulate action. 

The demonstration on figure draping by Mr. Munroe was 
the hit of the evening. Transparent velvet was used in 
draping an evening gown. The apparent ease and skill with 
which Mr. Munroe handled his subject bespeaks his talent 
and knowledge. He is easily the master of silks, as can be 
seen in all his drapes, many sensational, but all graceful and 
inviting. Mr. Munroe is display manager of Schuneman & 
Mannheimer’s Department Store. : 

Photographs were taken. A note of thanks was extended 
to V. H. Jones of Montgomery Ward & Co.’s chain stores 
for the enjoyable meeting, and the meeting was adjourned. 





OKLAHOMA CITY, OKLA. 
Reported By L. L. Wilkins, Secretary 


The Oklahoma City Displaymen’s Club has been very in- 
active during the summer, as the weather has been too warm 
and the latter part all of the fellows were too busy preparing 
for the Fashion Show, but I think now, since it is over, we 
will see a little activity in the club in the way of luncheons 
and night meetings with demonstrations and other interest- 
ing things. 


SHARON, PA. 
Reported By I. E. Ogg 


The regular semi-monthly meeting of the Sharon Associa- 
tion of Displaymen was held early this month in the club- 
rooms on West State Street. Discussion of a 16 weeks’ 
course in window trimming and show card writing was the 
main topic of the business meeting. It was decided to estab- 
lish a class in these subjects with members of the club as 
instructors. I believe that this is the first time a local has 
iried to put on a venture of this sort, running 16 weeks, two 
evenings a week and two hours per evening. 

The tuition fee will be $50.00 per student and the classes 
will be assigned in the following manner: Two members 
will handle card writing, one specializing on airbrush work. 
Two will cover backgrounds and painting. One will lecture 
and demonstrate ready-to-wear trims, draping and acces- 
sories, one, men’s wear, and. another member will devote 
Ais lecture hours to window lighting. 
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MAPLE AND WALNUT 
Sheets 20x30” or Blocks 9x9” 
For 


MODERNISTIC DISPLAYS 


BORDERS IN METAL, WOOD OR 
METAL LUSTRE STRIPS 


Samples Upon Request 
Duane Display Accessory Co. 


144 DUANE STREET 
See Adv. On Page 67 


Wood Veneer Papers 


NEW YORK, N. Y. 
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ARTISTIC DESIGNS 

WILL INSPIRE THEM 

Unique Displays will make 
them interesting. 


440 South Dearborn Street 
Chicago, Illinois 








Holiday Windows 


United Display Service, Inc. 





PROJECTOR 


It’s easy to make life size posters, 
cut-outs. and background panels. 
Simply place picture, switch on 
lights, focus to size wanted and 
draw with pencil, pen or brush 


$25 


OTHER MAKES FROM $75 UP. 


Send for booklet and catalog of 
the finest projectors made. 


The Brischograph Co. 


92 E. Lakeview A, Columbus, O. 
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THERESE BONNEY 


AUTHORITY ON PHOTOS 
of Paris Display Windows 
STYLE SOURCES, DECORATIVES, ETC. 
PHOTOS AVAILABLE OF ALL TYPES 


rue des petitis champs 


mu new york city —_ 








LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 











| ““DISPLAY MEN’ 

| IF INTERESTED IN 

MODERN DESIGNS OR OTHERS 

| VISIT G. BROES VAN DORT COMPANY 
| Rooms 205-6, 19 W. Jackson Blvd., CHICAGO, ILL. 




















GRAND RAPIDS, MICH. 
Reported By John Hans, Secretary. 

The Grand Rapids Display Club had a roast on the shore 
of Lake Michigan Thursday evening, Sept. 12, with an at- 
tendance of 20 members. Each member brought his wife or 
girl friend. Entertainment was furnished by the club and 
a good time was had by all. 

Our first meeting of the season was held Sept. 6 with a 
good attendance. The October meeting was held on Friday 
the 4th, featuring a demonstrated lecture on window lighting, 
followed by a men’s furnishing display. 





BOSTON, MASS. 
Reported By Leonard B. Cornish, Secretary. 

The Boston Display Men’s Club held their September 
meeting at the Morey Decorative Studios, 107 Arlington 
Street, Sept. 18. Prior to the meeting the members held a 
dinner in the Silver Slipper, one of Boston’s foremost night 
clubs. 
~ This meeting was dedicated to “Men’s Wear” and Mr. 
William Barth of the William Filene Sons Co., favored the 
members by installing a beautiful men’s wear window and 
explaining in detail about the window to the club. 

Sixty members attended this meeting and at this time 
many details for future meetings were arranged. Al Keller, 
chairman of the membership committee, presented five new 
members. 

Gene Mizer, chairman of the entertainment committee, 
made plans with the members for a golf tournament for early 
in October. The members also planned at this time to hold a 
Hallowe'en party in Elks Hotel; a New Year’s party at the 
Silver Slipper and the second annual ball to be held in Feb- 
ruary in the Hotel Statler. 

Office signs were distributed by Leonard B. Cornish, chair- 
man of the publicity committee. 

The president, Winthrop B. Frye, then called on the mem- 
bers who attended the I. A. D. M. convention to relate their 
trip and opinion of the convention. 

The meeting closed at 11 o’clock after the members had 
made complete plans for the year. 





PORTLAND, ORE. 

Reported By Rollin Trumbull, Jr., Publicity Director. 

As usual, the last meeting in the month of September 
was reserved for the election of officers in the Portland Dis- 
play Men’s Club, and believe me, it very nearly became a 
riot. It was a banquet dinner meeting and started off with 
a bang with some songs and piano numbers by Brick Holton 
and Bill Weed. After that, we slid a good-sized banquet 
dinner under our belts and were ready for most anything— 
which was a good thing. 

E. C. Bechtold, the publicity and program director for the 
Pacific Coast Association convention; Mr. Davis, conven- 
tion director, and Mr. Hewitt, P. C. A. D. M. president, out- 
lined the convention program (which, by the way, is sure 
some program) and also a number of questions on this said 
convention. 

It certainly would be good if the riot that came next could 
be put in print, but that’s impossible, so just give the results 
of the election: 

President, George Creighton, Oregon City Woolen Mills 
Store; first vice president, Paul C. Massee, George Lowen- 
son & Son; second vice president, Russell Walbridge, H. 
Liebes Co.; secretary, R. E. Haug, Western Auto Supply 
Co.; treasurer and corresponding secretary, R. Trumbull, 
Jr., Charles F. Berg; board of trustees, D. J. Davis of Charles 
F. Berg, A. O. Hewitt of Ben Selling, V. C. Turner of 
Montgomery-Ward Co., F. S. Merritt of Sealy Dresser Co. 
and J. A. Crosby of Roberts Bros. 





DETROIT, MICH. 
Reported By L. D. Eckenrode, President. 
The Detroit Display Club was dined and entertained on 
Monday evening, Sept. 23, by the Detroit Edison Co. 
Lights Golden Jubilee was the subject of the evening. A 
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series of prizes will be awarded for the best windows, using 
one of Thomas A. Edison’s inventions as the theme of the 
display. 

An election of officers was held, the results of which are 
as follows: 

President, L. D. Eckenrode, the Detroit Edison Co.; first 
vice president, Harry Holmes, Friedberg Co.; second vice 
president, H. N. Long, Bedell Co.; secretary and treasurer, 
W. B. Weaver, Schmidt & Schroeder Co. 





DAYTON, OHIO 
Reported By E. W. Quintrell, President. 

Dayton Display Men’s Association held its monthly 
meeting at the Engineers’ Club to hear the plans for the 
celebration of Light’s Golden Jubilee. 

One of the interesting features of this celebration will 
be the window trimming contest, which is open to all stores, 
banks and other commercial establishments. Four prizes 
are offered for the windows depicting progress during this 
celebration. The first prize is $100.00, second $50.00 and two 
prizes of $25.00 each. 

The story of the celebration was presented by O. B. 
Reemelin, general chairman of the Light’s Golden Jubilee 
celebration committee of the Chamber of Commerce; H. S. 
Nonneman, chairman of the decorating committee, and J. 
Jaeger, chairman of the window display contest. 





SPOKANE, WASH. 
Reported By Victor E. Linden, Secretary. 

After a lapse of several months, due to the abandonment 
of regular meetings during the summer months, the Spokane 
Club has again resumed activities on the Northwestern front. 
The September meeting, the first of the season and the last 
of those under the regime of President Kenneth Bush was 
launched as a noon luncheon affair, September 13—Friday the 
13th to be exact, black cats, busted mirrors and ladder ex- 
cursions, notwithstanding. 

The roster of officials of the club was for a time com- 
pletely demoralized due to the resignations of our president, 
Kenneth Bush and J. Allyn Dean, our secretary. Mr. Bush, 
who was serving his second consecutive term as president of 
our club has resigned his position with the Davenport Sport 
Shop and is now engaged in the wholesale merchandising 
field. Kenny has to his credit the accomplishment of having 
literally placed the Spokane Club “on its feet” and made 
of it a real up and coming live wire organization. His ab- 
sence from the “lineup” will be sorely missed. 

Mr. Dean, who was a charter member of our ciub, has 
during his association with us, held every available office in 
its roster. He has resigned his position with the Crescent 
Store and is now with Capwells of Oakland. 

Cy Hawver of Tull & Gibbs has succeeded Mr. Bush as 
president of the club and the writer will assume Mr. {ean’s 
duties as secretary. Our new president does things, too --‘‘in 
a big way.” He is display manager for a furniture store. 
Furthermore, he will have the assistance of an able secretary 
—that is, “able bodied” if nothing else, and that should help 
some. 

The meeting was almost entirely given over to reports 
of the I. A. D. M. convention, by Karl Amdahl, who was our 
official representative, and by Ray Hering. They were both 
in attendance at the convention and made very interesting 
reports on what they had seen and heard. It was almost as 
good as havig been there ourselves, but not quite so. 

The discussion then turned from one convention to an- 
other and talk was rife regarding the coming Pacific Coast 
gathering to be held in Portland, Sept. 23, 24 and 25. The 
poll for prospective attendance from our club looked good 
and will no doubt result in a number of the gang seeing the 
sights in Portland on those dates. 

Some little discussion ensued when it was learned that 
most of the eastern manufacturers of display equipment and 
decoratives were not supporting the Portland show. We re- 
ceived some enlightenment on the subject through Mr. C. D. 
Hulsizer of Hulsizers, Des Moines, Iowa, who was present at 
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MR. DISPLAY MAN 
You'll find it PROFITABLE to keep in touch with us! 


BUY DISPLAY yoo 


SELL 
EXCHANGE 


SETTINGS 


USED 


of Every Description 


What can we sell you? 


What have you to sell? 


DISPLAY CLEARING CORPORATION 


16 West 30th Street 
New York 


Telephone 
Caledonia 9449 





Stars and Flowers 
of Electric Light 


New exquisitely beautiful decoration. 
They amplify and beautify the light. 
Fit on any electric lamp bulb. 
Retail at 50 Cents to $1.50. 


Salesmen Wanted 


Assorted Samples Sent Postpaid for 
$ 


The STAR LIGHT Co. 


219 West Jackson Blvd., Chicago 








POSITION WANTED 


As an assistant display man in 
a large department store. Wants 
to learn more about display 
work. A year’s experience in 
display work in a small depart- 
ment store. Can furnish good 
references. Age 25 and married. 
Can come on short notice. 


S. A. L., Address 
CARE DISPLAY WORLD 








ADD THIS ONE TO 
YOUR LINE 


A CUT-OUT SANTA CLAUS 
WHICH SELLS ON SIGHT 


Be the first in your locality to sell this 
cut-out Santa Claus, which is processed in 
5 colors, stands 29” high with easel at- 
tached. Right thumb is slotted, which 
permits inserting of display cards. Seldom 
fails to sell on sight. Send $1 for actual 
sample and complete proposition. 


EM-ELL 
Room 43, Board of Trade Bldg. 
Louisville, Ky. 


DISPLAYMEN, Display Services, Sales- 
men and Selling Agencies, we have a very 
attractive proposition to offer in the 
handling of our complete line of quality 
window display and _ store equipment. 
Further particulars and copy of new 
Catalog “G’ upon request. The Cincinnati 
Show Case & Display Fixture Works, 232- 
240 Main St., Cincinnati, Ohio. 











FOR SALE OR EXCHANGE—Large dis 
play piece for toy window, made by well- 
known Chicago studio, to be operated 
mechanically. A great attention-getter, 
and a bargain for quick sale. Address 


Chas. S. Longenbaugh, 


THE GLOBE DEPT. STORE, 
Waukegan, Iil. 

















FOR SALE 


Mechanical Christmas Attractions 





SETTINGS AND NOVELTIES 


Slightly Used, Rebuilt and Reconditioned at a fraction 
3 of its orignal cost. 


TELEPHONE CHELSEA 3272 


METROPOLITAN 
~ DISPLAY 
FIXTURE 
CLEARING 


HOUSE, Inc. 
NEW YORK 
122-124 Fifth Ave. 


m= | 





Headquarters 
for 
NEW 
and 
USED 
DISPLAYS 





of every 
description 


MR. A. BAHSSIN, Pres. MR. J. KUSHNER, Sec.-Treas. 


WANTED—Display Men to sell window 
display fixtures on commission basis. 
Write for particulars. Artistic Wood 
Turning Works (established 35 years, 
originators of Wood Window Display Fix- 
tures, 515 N. Halsted St., Chicago. [1I. 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 








SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. ‘Paid for itself 
many times over.” “Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC 








University at La Salle St. Paul, Minn. 





USE THE OPPORTUNITY EXCHANGE FOR QUICK RESULTS! 
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our meeting. He explained the situation to us by reading: 


correspondence from the National Display Equipment Asso- 
ciation (recently formed) which defended their move by 
alluding to a phrase in the by-laws of their organization 
which automatically withholds support from any other than 
the official I. A. D. M. convention. 

Not having a/ thorough understanding of the matter or 
first-hand knowledge of the situation, the subject was 
dropped. Not, however, until an opinion was formed (with 
the infctmation at hand) and this was unanimous. The 
Spokane Club feels that this was a regrettable incident and 
that this is a critical situation that can ill afford to exis‘. 

For our next meeting we have planned an unusual pro- 
gram and it will take place October 1 at our old stand, the 
Davenport Sport Shop. 





John M. Meyer, Jr., who some years ago was with the 
display department of the Western Auto Supply Co., of Los 
Angeles, has become identified with Herman’s, Ltd., Van- 
couver, B. C. Canada, as display manager. Mr. Meyer ad- 
vises that he has joined the Seattle Displaymen’s Club, 
which proves his interest. 





Don Ferrall has been in charge of displays for The 
Stern & Mann Co., Canton, Ohio, since the departure of Ralph 
W. Shea to Detroit. 





Ritter & Meyer of Youngstown, Ohio, have lost a good 
man and Steefel Bros., Albany, N. Y., have gained through 
the change in positions taken by L. C. Hendryx. This well- 
known displayman has been a frequent contributor to DIS- 
PLAY WORLD. 





“Dan” Hatch, for the past eight years assistant display 
manager of the Shepard Store, Boston, has been promoted to 
display manager of that company. 

















PERFUME DISPLAY MAN 


A well-known national advertiser wants 
experienced displayman for New York 
position, for installing and designing per- 
fume windows in drug stores. Must be 
able to create own designs and arrange- 
ments and experienced in handling drapes 
and the artistic arrangement of small 
articles iike perfume via's. Do not apply 
if you have not had such experience. 














GET QUICK Good opportunity. State expected salary 
in reply. 
RESULTS Address “S. R. E.” 
Care DISPLAY WORLD. 
Use the ‘ 
Opportunity 
POSITION WANTED 
Exchange Displayman and show card writer. Age 


young. Three years’ experience. Desires 
$1 50 position as assistant in department store. 
- ‘ Can furnish best of references. Willing 


to work. 
Address H.B. F., 


Per Single 
Care DISPLAY WORLD. 








Column 
Inch POSITION WANTED 
e Displayman and card writer, now em- 
Cash with ployed, desires to make change about 


January 1| Ten years’ experience. Middle 
Order west preferred. State full particulars. 


Address J. W. T., 
Care DISPLAY WORLD. 














SILVER METALLICS 
$1.40 Per Lb. 


In all Colors. Samples on request. 
SOUTHERN IMPORTERS & 
EXPORTERS, 


310 Prince Theatre Bldg., Houston, Tex. 
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TRADE MARK 


Brings true Winter Atmosphere to 
your window and interior displays 


Sat al sen cannot explain the realis- 
tic effect and artistic beauty of 
Z-Ro-Art—a true reproduction of snow 
—nothing ever like it before—as beau- 
tiful and natural as any work of Jack 


Frost. 


Realistic 


Easy and convenient to work with. Z-Ro- 
Art is made in solid blocks or slabs 14”x22” 
and 5” in thickness. The top surface is rough 
—art-like—and gives the appearance of fluffy 
snow. When the sun or electric light reflects 
on it, a sparkling effect is the result, just as 
real snow sparkles. The entire floor and back- 
ground of the largest display window can be 
covered and the appearance of the solid mass 
of snow, or frost from artificial refrigeration, 
can be secured. 


Adaptability 


Z-Ro-Art is especially adaptable to the dis- 
play trade, due to its ease of handling and cut- 
ting into special. futuristic designs, letters, etc. 


Non-Tarnishable 


Z-Ro-Art is absolute in its whiteness and 
non-tarnishable. Dust, etc., will not stick to 
this product. Should the top surface become 
soiled after a long installation, the dust can 
then readily be removed. 


Fire-Proof 


Eliminates fire hazards, as it is entirely fire- 
proof. 





Z-Ro-Art 
ARTIFICIAL SNOW 


Pat. Pending 


Z-Ro-Art solves the display man’s 
interior and window problems when 
the effects call for the use of na‘ural 
looking snow. It gives the proper atmos- 
phere to your display. 


Attracts Attention 


Ze-Ro-Art displays attract attention. ” It’s 
generally the new unusual things that the 
public will stop to look at, and it is already 
an established fact that Z-Ro-Art windows 
have a four-wheel-brake effect on those who 
are about to pass. 


Creates Desire 


When swimmers see bathing beaches, they 
think of bathing suits. when children see 
snow, they wish for sleds; when hunters see 
snow, they think of hunting; when ladies see 
snow, they picture in their minds the kind 
of winter coat they would like to wear the 
coming season. Thus, Z-Ro-Art, the realistic 
snow, helps to create desire for a long list of 
merchandise. 


Sales Builder 


There is never a prospective sale of any 
item of merchandise until such a time as a 
desire has been created. Now that Ze-Ro- 
Art displays attract attention and create 
desire, it is self-evident that the potential 
buyer will enter the store and the display 
window has done its work. 


Artificial Snow Co., 4446 Belmont Ave., Chicago 


For complete information and generous sample, clip coupon 
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Check Class of Store 


Sporting Goods 
Refrigerators 
Heaters, Coal, Oil 
General Xmas Disp. 
Nomen’s Wear 


Men’s Furnishings 


Please send us complete information. 
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' K535—Holly and Poinset la Garland. Brilliantly lacquered dj : * ‘ : 
holly leayes and large berries. “Large. finely lacquered poin- ie ee cheat opine hi ins w de. (Red or green we A 


7 3 : * Per doz. yds... .. 
settias. un —— roping. Length of garland 7% ft.; depth , ober ‘grose yas. 


K . 

Berry Garland. Foli- 

age in beautiful, two- 

tone metallic finish, 

metallic berries, silk che- 

nille roping. Length of 
% ft.; depth 


§37—Silk Ch 
oily Wreath, 
orated with fine im: 


t 
Bolly foltage. “and Baitiantty warnishee 


ae ; . . leaves and red metal- 
Sik gah oe vat he bs : © lie _ berries. ec ry 
over all 30 a: ws § —— = eo width rR: 
spread 22% in. _ ach. vias... $3. 
eee ys reales é _ ‘ } * ; 
Doz.....:...: 84.00 : 


K541—Holly Sprig, al 
Imported enamelled ly - Sprig. . 
ly leaves a5 , : ‘ pa ker ho acre ; 
athe Leneh P54 4 ox _ & i alg Sarg 12in, 
Gross. ae oo es > J ' - 3 


“Ke54e—chriseman Gar — bs 

henille roping and tassels. 
utiful imported 

hol and berries. 


K546-—Holly Sprig: 
i lomaetba very fines’ 
decorated with beau- imported, brillias 
tiful metallic finished ~ 
leaves and metallic 
berries. Diameter 22 


apches: : 
“ $42. Or a : 
oz. : K545—Im ported Electric Jew- 
. Glass’ Birds. Birds are 
made of crystal glass richly 
meanented with Seymasel a 
ost bo ads and wp wa oy 
led from. metalic 0 
and ring Hoke overall 28 in.; le 
rd wii in. Complete as shown wilt 
cord and socket. 
Eaeh ‘ 
A rare and beautiful decoration, suitable 
for Christmas or other occasions. 











A Page From Our Christmas Catalo 


Showing Standard Decorations in Beautiful New Materials. Vastly better results, ine increase in’ cost, 
are obtained by the use of these superior decorations. PLEASE ORDER EARLY TO AVOID DELAY! 


@he Botanical Decorating Co, *°" “excess tines | 


STABLISHED 1896) 











a? 


